







February 17, 1927 


Three Dollars a Year 


OHI }-€ SS TATE 
UNIVE RSITY Founded 1855 


£V ferry 


a. LIB c TARY 











uty LAN AHHH 
j 


DESTROYS 
Flies 


Osquitoes i 











nL ¢ oo by te " 4 
= ~ So. 8 JERsEy (| 


Diy, 
ewe, oe 











as 


Pick i WINNER 


Paste this thought on your cash regis- unbeatable—a wonderful product 
ter: “Don’t attempt to stock every backed by a whale of an advertising 


insecticide on the market: Pick the campaign, reaching every neighbor- 
winner and then put everything you've poodq in the country. 
got into selling it.” 


Iso figure clear added profit 
Play Flit strong! Make Flit success You can as 
YOUR own success. An established on your big Flit volume, on account 
leader, a fast repeat seller—a known of Flit quantity deals. Place your 
profit maker. The Flit proposition is order now. Flit sells the year ‘round. 


STANCO DISTRIBUTORS, Inc., 26 Broadway, New York 









DESTROYS 
Flies 

losquitoes 

Moths 


REG.U.S. PAT. OFF. 


IN FOUR i - 
Half Pints—$4.00 per Doz. Pints—$6.00 per Doz. 
‘ Pints with Sprayer—$9.00 per Doz. 
: Quarts—$10.00 per Doz. Gallons—$33.00 per Doz. 


FLIT will still be the leader when your 
great-grandchildren are running your business. © 1927 s. D. Ine. 
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LCC — 


to help you get more 
small tool business 




























i oe get the trade that comes in, of 


course, but what about the shops in your 

territory who buy taps, dies, drills, 
reamers and cutters in quantity? How about 
this volume business? 


Here is a booklet that talks to shop owners, 
managers and foremen in the language they 
understand — Costs, Speed, Accuracy and 
Tool Research. 


We will furnish you with a supply of these 
booklets so that you can send one to each 
metal working shop in your territory. Estab- 
lish yourself as the small tool headquarters in 
your own territory. Get more of this profit- 
able volume business. Send for sample copy 
and details of our offer to merchants. 


see ee eS Se So a ae a me ee ae ee 


Greenfield Tap & Die Corporation ’ 
Greenfield, Mass. 


/ 








Send me free specimen copy of booklet 
for shop tool buyers and details of your 
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“There is a difference [A 
in Sash Cord!” ‘,’ 





Here are some “talking points” that 


recommend SAMSON SPOT SASH 


No bad places 


Guaranteed uniform in size, and free from all imperfection of 
braid or finish. No cutting out bad lengths when you use 


CORD 





Samson Spot Sash Cord. J ’ 

’ 
No stretching A 
Window wéights won’t “hit bottom” when properly hung on re, 
Samson Spot Sash Cord. Rehanging weights after the house ie * 

is finished is a long and expensive undertaking. i y 


No complaints 


Windows are used every day. Samson Spot Sash Cord will in- 
sure perfect window service for years to come. 


No chance-taking 


Order and reorder by the name, “Samson Spot,” and identify by .o 
the Colored Spots, our trade mark for more than thirty years. | 
They identify the cord for you and for your customers. é 


—and you will show a better profit " 
Your NET profit 4 


Net Profit, or what you have left over and above all expenses, is M 
only possible with goods that sell for a price which exceeds the J 
Cost to Sell them. Samson Spot Sash Cord justifies extra selling iy 
effort on your part because your usual percentages yield a bet- le. 
: ter money profit. It has been a standard of comparison for ie @ 
more than 30 years, during which time it has been consistently 
advertised to Builders and Architects throughout the United iy 


States and Canada 


Samples and Catalog sent free ! if | Samson Spot Cord 


| Trade Mark 
i Reg. U.S. Pat. Off. 


lod A 
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MARK 


88 BROAD STREET 


TRADE 
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Its bu ing time in the ~ 


ollar Poult 


~Its selling time for yo 





Billion 


IGHT now in the gigantic billion-dollar poultry 
industry, there are a million and more minds 
“with but a single thought:” to get everything 

in readiness for the coming season. 

They have the “buying mind,” these poultry 
raisers. They’re in the market for Poultry Fence and 
for the score or more other poultry necessities sold by 
you and your fellow dealers. Every new born chick 
suggests the need for netting. And, netting in turn sug- 
gests the need for other profitable items in your line. 


Today in your trade territory, 
there are scores of potential buy- 
ers figuring their requirements. 
Tomorrow they will buy. 

And, while it is buying time 
for the poultry raiser, it also is 
selling time for the dealer. 

Now is the time to go after 
this profitable business. Build 
your sales campaign around U. S. 
Poultry Fence. It will bring new 
customers to your store and put 
money in your cash register. 


This year specify U. S. 









ever before. 
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Poultry-men everywhere recognize U. §. Poultry 
Fence as the only netting which fulfills every require- 
ment of modern poultry husbandry. 

They know it is the only netting that can be 
stretched straight and true from post to post without 
the aid of top-rail or baseboard. 

They know it is the only netting which can be 
taken down and put up time after time without buck- 


ling or sagging. 


A Billion Dollars 
Every Year | 


HE rapidly growing poultry industry represents 
a greater potential market for dealers than 
The annual income from poultry 
now averages more than a billion dollars a year. 
The number of chickens on the farms alone in- 
creased from 579,000,000 in 1922 to 678,300,000 in 
1924. Latest government estimates disclose that 
the production of chickens on farms in 1925 was 
4.2 per cent greater than in 1924 and that the total 
value was about 12 per cent greater. 
prices in 1925 averaged 30 1/2 cents a dozen as com- 
pared with 26.4 cents in 1924. 
the egg crop alone increased from $521,574,000 in 
1924 to $610,241,580 in 1925. 


They appreciate its greater 
economy, its superior strength 
and its longer years of service. 
Nothing else will do. 

Round out your stocks of U. S. 
Poultry Fence now. Representa- 
tive Jobbers in your territory will 
fill your orders pouneey. If you 
do not know the name of the 
U.. S. distributer near you, write 
us for his name. 

Indiana Steel & Wire Company 


Muncie, - Indiana 





Farm egg 


The total value of 


Poultry Fence---not just “poultry netting.” 
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THE DEMAND IS 


HERE—MEET IT 


Carpenters are asking for 

Disston Lightweight Saws 

Stock them and increase 
your sales 


A carpenter—even a carpenter 
with a full kit of regular saws—is a 


fine prospect for a Disston Light- 


weight Saw. Carpenters and other 
saw users everywhere are buying 
one or more of these Lightweight 
models. 


Building methods have changed, 
and they are finding a lighter saw 
with less width to the blade is easier 
to handle—is less tiring. 


Disston has a complete line of 
Lightweight models. You can show 
a carpenter his favorite saw in the 
new pattern. 


If he uses a full width saw, hand 
him a Lightweight. Let him get the 
“feel” of it. 


tn 


Disston D-8 Lightweight (Ship 
attern) Saw 





Tell him that all the well-known 
Disston features have been retained. 
The same easy-running, fast cutting, 
well balanced saw with much of the 
weight removed,—that is what he 
gets. 

Here is a new saw market, right 
at the doors of every dealer in the 
country. 

Get the Lightweight Saw trade. 

Stock and display the Disston 
models that are popular with your 
customers. Ask your jobber or write 
us. 








Disston No. 7 Lightweight (Ship 
Pattern) Saw 


er 


Disston No. 12 Lightweight (Ship 
Pattern) Saw 


Disston D-23 Lightweight Saw 


Disston D-115 Lightweight Saw 















SEE 





Disston No. 16 Lightweight (Shi 
Pattern) tn = 
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A BALL-BEARING LOCK 
HOLDS THIS BEVEL 


Unique Disston invention gives 
positive locking results at any 
angle 


Easier and better work! That is 
the constant aim of Disston tool 
makers in experimenting with tool 
improvements. 


A ball-bearing lock for the 


Disston No. 3 Bevel is one of these 
developments. 








Exposed Section showing ball-bearing 
locking device 


Look at the exposed section. The 
only working parts are the rod with 
a wing nut at the outer end, the 
ball-bearing, and the bevel screw. 


You just turn the wing nut,—the 
rod forces the ball-bearing up and 
wedges the screw. This action closes 
the slot in the handle, gripping the 
blade like the jaws of a vise. 


Knocks or jars do not disturb that 
setting. Accurate angles are assured. 


Do you have this improved Diss- 
ton No. 3 Bevel in stock? 








DISSTON GETS REQUEST 


FOR WRECKING BAR 


After a lot of trouble 
with wrecking bars that 
would bend and break, 
users came to Disston. 


“Make us a bar out of 
your famous Disston 
Steel,” they said. 


We studied the mar- 
ket and found there was 
a good demand for a tool 
of this kind if it could 
be made sturdy enough. 


After a number of 
tests we standardized on 
a drop forged bar of 
Disston Steel, hardened 
and tempered. 


It stood every test in 
practical use, and met 
with wide approval. 


One end is shaped to 
a 1-in. chisel for prying. 
The curved end has a 
134-in, claw for drawing 
nails. 


There is a real demand 
for a good wrecking bar 
which costs a little more, 
but is worth it. Ask 
your jobber about the 

~<a Disston No. 90. Made 
Goose Neck in sizes from 12 inches 
ae yy to 36 inches long. 























Not a year old, 
yet with a mem- 
bership already 
approaching the 
onethousand 
mark is the re- 
markable record 
of the Disston 25- 
Year Club. 


From all over 
J. McGregor, Mgr. 

Hall Hardware — the country come 
Inc., Ballinger, Tex. applications. 


Here, certainly, is a remarkable 
tribute to the stability of the retail 
hardware store,—for every member 
represents more than twenty-five 
years of successful retail effort. 


J. McGregor, Mgr., Hall Hard- 








HENRY DISSTON & SONS, INC., 


Dept. 1, Philadelphia, U. S. A. 


25-YEAR CLUB NEARS 1000 


ware Co., Inc., Ballinger, Tex., 
writes: 

“This business was first estab- 
lished in June, 1886 in a tent shortly 
before the advent of the G. C. & 
S. F. Railroad. Today it occupies 
two stone buildings, each 60 feet x 
140 feet. 

“I feel safe in saying that for the 
past forty years there has not been 
a day when we have been ‘out’ of 
Disston Saws.” 


JOIN! 


The Disston 25-Year Club is com- 
posed of hardware retailers in whose 
stores Disston goods have been sold 
for 25 years. If you are eligible, 
mail us the application blank below. 
Let’s make it a thousand members 
before our first birthday. 


Please enter our application for membership privileges in the 
Disston 25-Year Club. We understand there is to be no cost 


whatever to us. 
Name of Store 





i Ic ccsersccsscsederswessieienee 


City and State 





COCO ee 


SOSH HH EHH HE SHHHTHHHH SHH EHETHEHETHE SHEESH HEEEETESETESEEEEESEEERE EH EEEEES 


SHOP HSHOT HEE HEHE HETHH EET H HEHEHE HEEEOOHETEEHEHESEEHE EERE HEHE OEE SEES 


Name of individual who will represent store in Club activities: 
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Published by HENRY DISSTON & SONS, INC., Makers of ‘“‘The Saw Most Carpenters Use,’’ PHILADELPHIA, U. S. A. 
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THE ORIGINAL 


“UNDERHILL” 


HATCHETS 


Have been on the market for over /0 years 
First made by the UNDERHILL EDGE TOOL CO., Nashua, 
N. H., which company was acquired by us. 


These Hatchets are drop forged from a NEW STEEL of 
VANADIUM analysis recently developed and made EXCLU- 
SIVELY FOR US. 


They are TOUGHER and STRONGER than any thin blade hatchet heretofore 
produced. The heads are MILLED and HARDENED—TOUGH. Will not 


break nor batter down. 
PERFECT The Best Known 
TEMPER (Cry and Known as 
THE BEST 


CHICAGO PATTERN 
Milled Head 
No. 40 9 rows 81 points 




















CALIFORNIA PATTERN 
(with nail-slot) 
Milled Head 


No. 60-S 12 rows 144 points 
No. 70-S. 14 rows 196 points 


FRUIT BOX HATCHET 
Milled Head 

No. 65 12 rows 144 points 

No. 75 16 rows 256 points 





ELL, THIN BLADE HATCHETS are also made in the following 
patterns. 


No. 10—Philadelphia Pattern Lath No. 70—California Pattern, without nail-slot 
No. 20—Regular Pattern Lath No. 21—Haines Pattern, Lath 

No. 30—Boston Pattern Lath No. 11—Haines Pattern, Shingling Size 1 
No. 50—St. Louis Pattern Lath No. 12—Haines Pattern, Shingling Size 2 
No. 60-——California, without nail-slot No. 31—Haines Pattern, Half Size 1 


No. 32—Haines Pattern, Half Size 2 


Kelly Axe & Tool Co., Inc., Charleston, W. Va., U.S. A. 
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Convenient Steel Bench 
Ample space for tub and 
basket is furnished by the 
removable steel bench— 
standard equipment with 
Model NA-35 E. 





— 


* 
Bench Removed 


Bench is fitted with casters 
so the whole equipment 
may be moved about easily. 
It is removed quickly with 
practically no effort, when ~ 


DOUBLE 


DEXTER °v: 


“Cuts Washing Time in Two”’ 


OUBLE your washing machine sales and profits with this 
more efficient, speedier, all-metal machine. You'll be sure 
to find your selling job easier, with the DEXTER Double 

Tub —a real leader of a complete line of better washers. 
Let us tell you more about this fast selling, highly profitable 
line, and the effective co-operative sales plan available to Dexter 





























Dealers. 
DISTRIBUTED FROM 
ROCHESTER PEORIA OMAHA LOS ANGELES 
HARRISBURG MADISON ST. LOUIS SAN FRANCISCO 
COLUMBUS MINNEAPOLIS KANSAS CITY SPOKANE 


The Dexter Company - Fairfield, lowa 
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Many Concentrate 100% on Our Products 


Hundreds of jobbers and dealers, large and small, handle our Screen Cloth, 
Hardware Cloth and Poultry Netting exclusively. Many have sold our 
products for 20 years and more. They find them highly profitable. 


A goodly number feature our Bronze Screen Wire Cloth which 
is guaranteed 90% copper and 10% zinc. The zinc gives maxi- 
mum tensile strength and permanently resists corrosion. We 
control every operation in the manufacture of all our 

Screen Cloth and Poultry Netting. 


Wickwire Bronze is made from Full Gauge Wire 
in 14, 16 and 18 mesh, in even widths 18” to 48”. 
100 lineal ft. to the roll. 
Your Jobber will supply you. 


WICKWIRE BROTHERS 
Bronze Screen Wire Cloth 
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WIRE CLOT! 
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Our Other Brands Screen 
Cloth 


Cortland Black Enameled 
Cortland Gray-Wick 
White Metal Finish 
Wickwire Premier 


Costs more than Steel 
Wire Cloth 

But— 

returns the difference in 
service 
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DILLON 


JAM-PROOF : 
SASH PULLEYS 
‘ SOLD HERE 


At last! A Perfected Sash Pulley 


Every builder, every contractor, 
every carpenter, every home- 
owner who comes into your 
store will be interested in this 
jam-proof sash pulley. 

It marks the greatest forward 
step in years in sash-pulley 
design. 








Read these features of the Dillon Pulley 


1. JAM-PROOF. Cord cannot jump off wheel. Cord can- 
not fray or cut on wheel flange. Weights cannot wedge 
between pulley and frame. 








2. RUGGED AND DURABLE. Reinforced wrought- 
steel construction gives great rigidity and eliminates 
breakage. ‘‘Weather safe’”’ finish withstands long ex- 
posure. 









3. ECONOMY. Insures longer life of cord by preventing 
wear and reduces carpenter bills for replacement to a 


—_ 





THE STANLEY WORKS, NEW BRITAIN, CONN. Sash Pulley 
New York Chicago SanFrancisco Los Angeles Seattle 


ff ) y minimum. Less weight—less freight—no breakage. ~ 
af 4. IMPROVED APPEARANCE. Only pulley with a 
i id f , finished appearance. Can be painted without gumming 
| vis Oh | wheel. No unsightly holes to collect dust and water. 
7 } 
\\\ \ ) fi 5. PACKED twelve in a box with screws. 
\\ hia Dillon Jam-proof 
We 


yy 


An outstanding advance 
over all other types 








[ STANLEY ] 


GW) 


STANLEY HARDWARE 


MADE OF STANLEY STEEL 
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AMERICAN 


SCREW 
COMPANY 








Wood Screws Machine Screws 
Stove Bolts Tire Bolts 





Largest Stock 
Greatest Assortment 


ee 
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Providence, Rhode Island 


Western Depot 
225 West Randolph Street, Chicago, Illinois 
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POULTRY NETT 


Galvanized Before and Galvanized c4fter Weaving? 
Se Po > a _BQAABA AS. 


al So 


GeB © 


REGULAR 
RADE (12s 
1 16 Ne, 
24 and 36 
mesh, also 
XTRA 


HEAVY 
GRADE (14 
Mesh y) 


‘GALVANIZED Steet WikE CLoTH 
In cA. L Grades 


€=Look for the tag, carrying our name, at the end of every roll! 


-! The Gilbert & Bennett Mfg. Co. 


Established 1818—America’s Oldest Woven Wire Factory 


Manufacturers of 


WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in all Meshes and Gauges 


New York City Georgetown, Conn. Chicago Kansas City 
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Manufacturers of 
Tires and Accessories— 


qt 


Put Your Products in the 
HARDWARE STORES 


The surest and quickest way to secure distribu- 
tion of your products by the hardware dealer is 
to put your proposition up to him through his 
business paper. Every hardware dealer worthy 
of the name reads Hardware Age to keep posted 
on what manufacturers are offering. 


Your advertising in Hardware Age will be read 
by the type of merchants you wish to interest. It 
will create confidence in you and in your product 
—a confidence that means business. 
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“The Ohio River had been 


up over these Sargent locks 
several times” 


WHAT this carpenter found when 
he salvaged the wreck of an old Ohio 
building has been duplicated many 
times. He further writes us: “They 
were well filled with dirt and had 
received as hard usage for over 20 
years as any lock ever received. I 
cleaned and oiled them and to all 
appearances they are as good as new.” 

Sargent locks and hardware are 
built to last as long as buildings 
stand. They are built to give fault- 
free service and absolute security 
and to satisfy every door and 


window need. That they so fre- 


quently outlast the structures in 
which they were placed should in- 
terest every hardware merchant. On 
such service real retailing success 
can be built. 


Below are a few of the many pop- 
ular patterns in Sargent hardware. 
They are of solid, time-resisting 
brass or bronze, rust-proof and last- 
ing. They are the most economical 
your customers can buy—most profit- 
able and safe for you to sell. Write 
for particulars. 


SARGENT & COMPANY, Hardware Manufacturers, New Haven, Conn. 


New York: 92-98 Centre Street 


Chicago: Wacker Drive at Randolph 


SARGENT HARDWARE IS PRICED AND PACKED BY THE DECIMAL SYSTEM 
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t, the popular Urn Knocker No. 7 and Handle 





At top, Oval Brass Knob No. 1980 with Drop Key- 
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the larger entrance doors. 














preference, all finely fashioned, rust-proof, lasting. 


rop Keyplate No. 814. 


961. In center, Knocker No. 28 and Handle 2461 for piste No. 580 and Round Brass Knob No. 1608 with 
At right, Knocker No. 6 
and Handle 3161 which are suitable for smailer doors. 


Bronze Knob 1912CD or Cut 


Glass Knob No. 2018 below are also appropriate for 
There are others for every style of doorway and every many interiors. The Sargent Ball-bearing Hinge in 
Solid brass or bronze guarantees smooth-working doors. 
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Chinch Rivets 
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Approved / 


—— by the keenest 


buying ieaiaed in the country 


In buying Tubular and Clinch Rivets these 
three points should be carefully considered : 


1. The metal form from which they are made. This 
_is mighty important because of its direct bearing 
on the driving and setting qualities of the rivets. 


. How are they made—that is, are the details of 
manufacture such as to ensure the best results? 


. Who makes them? Tubular and Clinch Rivets 
were originated by us. For over fifty years we 
have been making them of metal which we know 
is “right,” and under the most efficient manufac- 
turing conditions. You may be sure, therefore, 
that our prices are based on honest values. 


TRAATTTT Tre 


TUBULAR RIVET & STUD 
sat toueees COMPANY 


J. L. MceDEVITT 
Postal Jelegraph Building 


San Francisco. California BO S TON 
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Wheeling Four Point 
Round Barbs 


a yl 








Portsmouth Perfect Two Point 
Flat Barbs 


HE quality of Wheeling Barbed Wire 


is seen not merely in the full gauged a 


strands, the heavy, uniform coating ot iia 
pure zinc, the clean-cut barbs and the — 
neatness and convenience of the heavy rh 
wire reel. Under one control throughout 

every step in steel making and wire draw- Half Round Barbs 


ing, coating and finishing, Wheeling 
Barbed Wire has distinctive Wheeling 
quality. Put it in stock and profit by its 
superiority. Your jobber will supply it. 


WHEELING STEEL CORPORATION 
WHEELING, WEST VIRGINIA 


“From Mine to Market” 


WHEELING 


BARBED WIRE 
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Cambria Fence and other 


February 17, 1927 


Bethlehem Products 


uct of exceptional quality. 

It is manufactured from full- 
gage, special analysis steel wire. 
The wire is thoroughly protected 
from corrosion by a heavy zinc 
coating which is permanently 
bonded to the steel by an improved 
galvanizing process. . . . Cam- 
bria Fence is strong, does not sag 
from impact, and will last a life- 
time. . . . Dealers sell it with 
full confidence that it will give 
satisfaction. 


Cornet of e FENCE is a prod- 


Cambria Fence Catalogs 
will be gladly sent 
on request 


Bethlehem Products for 
Hardware Dealers 


ALLOY and TOOLSTEELS 
—For every purpose. 


WIRE FENCE—Woven. 
WIRE—Plain, Galvanized, 


Annealed. SMALL TOOLS. 
WIRE, BARBED—AIll BOLTS AND NUTS. 
styles. FORGINGS—Drop. 


WIRE NAILS—Bright, Ce- SHEETS—Plain, Galvan- 
ment Coated, Blued, Gal- ized, Roofing. 
vanized. TIN PLATE. 

WIRE BALE TIES. BOILER TUBES —Char- 


WIRE STAPLES. coal Iron, Lap-welded 
BARS— Merchant, Concrete Steel. 
Reinforcing. STRUCTURAL SHAPES. 


















FLEAO JOINT 


Standard Hinge Joint 
Cut Stay Fence 


HE two large Bethlehem 

Wire Mills are admirably 

equipped to manufacture 
Bessemer and open hearth steel 
wire to standard analysis. . 
Each of the plants is self-sus- 
tained, having its own supply 
of raw materials and complete 
steel-making facilities. 
They are advantageously located 
to promptly serve all domestic 
markets by rail or water freight. 


BETHLEHEM STEEL COMPANY General Offices: BETHLEHEM, PA. 


District Offices : 


New York Boston Philadelphia Baltimore Washington 


Atlanta Pittsburgh Buffalo 


Cleveland Detroit Cincinnati Chicago St. Louis SanFrancisco Seattle Los Angeles Portland 
Bethlehem Steel Export Corporation, 25 Broadway, New York City, Sole Exporter of Our Commercial Products 


BETHLEHEM 
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CORKSTEEL 
One Piece Hoes 
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The method of assembling CORKSTEEL 
hoes makes them actually one-piece. The 
blade and shank cannot loosen or come off, 
even after a lifetime of hard use. 


A—Tube of special analysis steel is swaged to shape 
and cork covered. 


B—The shank of the hoe is inserted into the handle 
and welded together at point C. This makes the 
blade, shank and handle into one piece—an en- 
tirely new feature and exclusive with CORK- 
STEEL tools. 


Use a CORKSTEEL hoe and see how finely it is 
balanced. Notice how comfortable is the grip of 


the cork-cushioned handle and remember that the 
handle cannot come off. 
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An entirely new and better line of tools with han- 
dles of cork-covered steel. Light weight—per- 
fectly balanced and always comfortable to the 
hand. CORKSTEEL handles never get sticky or 


slippery—the tools cannot come off the handle. 


Forks 

Hooks 

Rakes 

Hoes 

Packed in half 


dozen bundles. 






CORKSTEEL handles are supe- 
rior to the best grade of wood han- 
dles—vyet they cost no more. Every 
farmer and gardener will want these 
tools that do not raise blisters or cal- 
louses. The CORKSTEEL line is 
new — different — better than any- 
thing you ever saw like it. Display 
CORKSTEEL—the evident qual- 
ity and exclusive features sell them 
on sight. Send an order—you may 
return the tools if they are not com- 
pletely satisfactory. 


THE CONNORS HOE & TOOL CO. 
Columbus, Ohio 
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SAWS 


ATKINS 
Cross Cut Saws 
Cut Better 


a man uses a Cross Cut Saw he must have 
aster cutting the ATKINS insures. 
at it means to have the saw hold 
er. SILVER STEEL is the best 

















Write us for Cross Cut Saw Book and 


“Saws on the Farm” 
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E.C.ATKINS & CO 
* yeu * 
ESTABLISHED 1857 THE SILVER STEEL SAW PEOPLE 


Home Office and Factory, INDIANAPOLIS, INDIANA 


Canadian Factory, Hamilton Ont 








Machine Knife Factory, Lancaster N.Y. 














Branches Carrying Complete Stocks ln The Following Cities: 












e r ty , 
, Portiand,Ore. eat a 




















Founded 1855 












| 






vn 


| 





nny 
» 
Knut 


| 





( 


bt it 


= 


/ 









239 West 39th Street, New York City 
FRITZ J. FRANK, PRESIDENT 
GBORGE H. GRIFFITHS, GsnEeRAL MANAGER 








LLEW S. SOULE, EDITOR 


Associate Editors: CHARLES J. HEALE, E. V. BILLSTONE, J. A. WARREN 


Contributing Editor: SAUNDERS NORVELL 


Copyright 1927 by Iron Age Publishing Company 





Volume 119 New York, February 17, 1927 


No. 














Trade Winds, by Llew S. Soule 21 
Selling Auto Accessories Strictly as Merchandise 22 
“Easy Money,” by Saunders Norvell 24 
Radio Parties and Radio Sales 26 
Tie-up Between Your Merchandise and Your Local Movie Theatre 28 
Builders’ Hardware Door by Door 29 
Intelligent Salesmanship and Display Needed to Sell Tools 31 
Mountain States Convention Report 32 
The Man Behind the Counter 34 
Oklahoma Retailers Hold Successful Convention 35 
Kentucky Convention Report 36 
Hoosier State Convention Studies Modern Buying and Selling 
Methods 38 
Report of New York State Convention 40 
Current News of the Trade 42 
Hamp Williams Explodes False Theory That Mail Order Houses 
Sell Cheaper 64 
DEPARTMENTS: 
Weekly Washington Letter 46 
General Market Information 47 
Coming Conventions 74 
Branch Office Representatives of Hardware Age 
Editorial 
Chefenmo, 1GOT Otia Bldg... 0... ccccrteccccccccccccccccvesccecesctece D. M. Andrews 
Philadelphia, 1402 Widener Bldg............--cccceeeceeceeenceees James M. Rose 
Nee Ns soa hus din aeeaaaabidenalel G. F. Tegan 
Cleveland, 1963 Haman Bldg... 2... ccccsccccccccccccccecccccccvcees F. L. Prentiss 
Oincinnati, 904 ist National Bank Bldg...............scececeeeees Burnham Finney 
Bamtem, GOS Beste Be. TOO... ccccccccccccccccccccccccccccccvcccece Gerard Frazar 
Bibemenmetie, GEES Bepamt Ave., B....ccccccccccccvcccccccccccccccoscets Ge GED 
Washington, 586 Investment Bldg...............ccc cece neeecccecces L. W. Moffett 
Gam Prancieco, 820 Market St... ....cccccccsccccccccccccvcccsccece Charles Downes 
Advertising 
Gime, BHBT Gite BORi ccc cccccccccccevcccccccccccccesceccccccsces 
SE, BD ED Bi ccc cc scecsccenccceccccesccesssose Will J. Feddery 
csc ce cece beeececoroerrser ese sence Chauncey F. English 
Philadelphia, 1402 Widener Bldg............ .. ccc ccccceneeccces Harold G. Blodgett 
ee rr i, 6 oc ce pec cnececsenesesesecesceoenees R. R. Cronkhite 
ee SE CE ES Pvc dcoccccccccecececeseceseseesesooosceress P. J. Cosgrave 
rh i Ci CD Cec cccccceceseeccaseereocesecoereces Charles Downes 


SUBSCRIPTION Pricw—United States, its possessions, Canada, Mexico, Central America. 
South America, Spain, and its colonies, 1 year, $3.00; 2 years, $4.00. Foreign 
countries, not taking domestic rates. 1 year, $6.00. Single copies, 25c. each Sub- 
scription remittance should be made by Check, Post Office Money Order, Pxpress 
Money Order or Bank Draft, payable to Harpwarp Acs, New York. 


Member of the Associated Business Papers 
Member of the Audit Bureau of Circulations 





Smiles and Sales 


lk I come into your store, will some- 

body say, “How do you do?” Will 
| feel you are glad to see me? li 
you are busy, will you make me feel 
vou know I’m there and will attend 
to me as soon as possible? 

Will I get a smile as I come in, 
and a smile with a “Much obliged!” 
as | gO out ? 

Does your window smile at me and 
say, “Come in, glad to see you?” 
Do your counters and shelves smile 
at me and say, “Howdy, friend; here 
we are, all clean fresh goods; come 
buy us’? 

Is yours a place I’m glad to get 
into and sorry to leave? 

If you put a smile into your win- 
dow, your store, your clerks and your 
goods, I'll smile too, and feel like 
buying. 

But if I get the cold shoulder 
when I look in on you, [’ll back out 
quickly, and drop in on Jimmie in 
the next block. 

He grins when he sees me! 

I’m just a human being, you know. 
I'm the Average Customer. 

° 





What Readers Say 
About Us 


“T have been taking the HARDWARE 
AcE for quite a number of years, and 
it has grown to be quite indispensa- 
ble. ... Meantime I assure you that 
each and every number of HARDWARE 
AGE contains something of value to 
everybody in the hardware business.” 

Yours very truly, 
EpcarR A. REYNOLDS. 


— 


“You have a fine class magazine. 
Would not miss a number.” 
Very truly yours, 
Jackson BrorHers, 
Guymon, Okla. 
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let jour imagination play 
{pene IS MEAT 1 with the possibilities of 
McKINNEY FORGED IRON 


the old adage: 
“Who is worse shod 
than the shoemaker’s 
wife?’ Often you find hardware stores hard- 
ware poor. Perhaps in the past there has been 
little in the hardware stock that lent itself 
readily to decorative uses. But today a great 
opportunity awaits hardware men who wish to 
dress their stores or offices in a fashion that 
adds the important touch of atmosphere. 


Picture an entrance to a hardware store built 
around an old-fashioned V-groove batten door 
trimmed in excellent taste with McKinney 
Forged Iron. Perhaps a large entrance would 
call for McKinney door studs to give that feel- 
ing of strength and durability. 


Carry the idea further if your imagination 
and vision lead and place a pair of McKinney 
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motion. For, the en- 
trance could carry a 
paint combination 
that would be ideal 
against the forged iron relief. 


If such possibilities are in the distance, think 
of the doors leading to the Builders’ Hardware 
Department. Trim several doors with different 
McKinney designs. What could be more at- 
tractive as an entrance to the general offices 
than a’ Dutch-split door? 


Your place of business would be the Mecca 
for all those who wished to buy character with 
their hardware. Even those individuals who can 
remember faces but never names would find 
your shop by description. 


The McKinney Catalog of Forged Iron 
Trim will assist you in your planning. 
If by any chance you 





Lanterns at either 





side. A mail box and 
foot scraper could add 
their decorative notes. 
The paint department 
would share in this 


Pittsburgh, Pa. 


a 4 plates showing 


details of lanterns 


NAME ... 


AppreEss 








Force Drviston, McKinney Mee. Co. 


Please send me, without obligation, the items I have checked: 


have not stocked Mc- 
Kinney Forged Iron, 
then by all means 
send for the catalog 
immediately and 
order your samples. 


a Catalog of 
Forged Iron Hardware 








H.A. 2-17-27 
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WINDS 





The Farmer’s HERE is much ado these days about the farm situation. Every- 
where we hear comments concerning farm relief legislation. 
Problem Meanwhile, according to a staff correspondent of a big mid- 


western newspaper, who has been making a study of the subject, 
business men generally believe that the farmer is facing the usual 
business problems of production and marketing; that marketing is 
really less in his case important than producing, particularly the 
costs of producing. 


Many of the business men interviewed, called attention to the 
cases of “Master Farmers”; those who have been awarded degrees 
by a well known agricultural paper, for producing every year from 
the same number of acres, twice as much as the yield of other farmers 
in their neighborhood. 


The Bache Review tells of one of these Master Farmers who has 
averaged 72 bushels of corn and 37 bushels of wheat per acre for ten 
successive years. His costs of production are low, and while the 
cost of keeping his ground in shape to produce excessive yields is 
high, the profit on his investment has averaged 10 per cent, after 
liberal allowances for his own and his family labor, and for their 
maintenance. 


This farmer uses modern machinery and takes good care of it. 
He has electric appliances on the farm and in his home. He keeps 
accurate records and knows where he stands. 


The business men referred to contend that jf production is in- 
creased and the percentage of cost decreased, the farmer will work 
himself out of his present dilemma, and get on a firm foundation. 


Retail merchants have long since sensed a similar problem in their 
business, and have labored to reduce the percentage of- overhead 
costs by increasing sales. The farmer on the other hand has been 
led to believe that his panacea for all ills is legislation. 


Some day he may learn, as business has learned, that there can 
be too much legislation, and that farming, as well as any other busi- 
ness, must depend largely on natural laws for improvement. 
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Window display of auto accessories by S. H. Bloom, St. Louis, Mo. 








He Sells Auto Accessories Strictly 
As Merchandise 


No installation service necessary to sell the many 
items included in the accessories stock of these hard- 
ware stores in competitive localities 


HREE years ago Sol Bloom hung out his shingle 

on Easton Avenue, St. Louis, Mo. This wide 

street is part of the National Trails Highway and 
carries many thousand motorists every day in good 
weather. Sol’s business was auto accessories, but he 
soon found that in order to cater to. the complete needs 
of the motorists, he had to add on many staple hardware 
lines. This wasn’t hard for Sol, as his father had been 
a hardware merchant in that section for many years. 
Today Sol has a regular hardware store with a flourish- 
ing auto accessory department. 

He sells every item in the accessory stock as mer- 
chandise. He does not install, service, repair or in any 
way enter into the mechanical work on autos. His store 
is long and narrow, with four windows on one street 
and one on the other. Two of these always feature auto 
accessories, with which he includes auto enamels, top 
dressings, auto heaters, cushions, gaskets, spark plugs, 
fan belts, horns, hub caps, ornaments, step plates, bump- 
ers, windshield cleaners, headlights, headlight rims, tires, 
tubes, tube repair kits, mirrors, vases, flashlights, bat- 
teries, auto bulbs, lubricants, hand cleaning compounds, 


tools, tool kits, stop signals, parking lights, motor meters. 
jacks, pumps, tire tools, tire rim tools, auto polish, dust- 
ers, chamois, cotton waste and about everything a motor- 
ist needs and wants. 

Auto accessory sales ran about $7,500 a year when 
we visited Sol nearly a year ago. We imagine it has 
grown since then. Although this store is located on an 
important traffic artery for coast-to-coast tourists, the 
bulk of Bloom’s auto trade is from people living in the 
east end of St. Louis. 

Selling auto tires and tubes strictly as over the counter 
merchandise, the Bedford Hardware and Supply Co., 
Bedford, Ohio, enjoys $5,000 worth of business in a 
town of 8000 population. The majority of sales are 
for Ford size, but the stock includes larger sizes for 
other cars popular in that town. The rack used is a 
standard manufactured fixture requiring floor space 
about 8 ft. long and 3 ft. wide. Small shelves on 
one side provide a space for tubes. This rack doesn't 
take up much space, yet for six years has averaged about 
$5,000 a year in sales. 

W. R. Carmony, manager, feels that the tire depart- 
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ment is one of his most profitable ventures. The turn- 
over is good, the space required small and the margin 
attractive, as there is no price cutting. ‘Two or three 
tire windows a year, and one tire and tube in a floor 
display stand, near the front, help advertise the tire de- 
partment. 

Practically all of the tire business is stimulated from 
the displays. Bedford is only twenty-five miles from 
Cleveland’s public square, where plenty of gyp stores 
offer tires of unknown quality and pedigree at all kinds 
of prices. 

When selling a tire, Mr. Carmony quotes a price 
which includes the tube. He tells the customer that the 
brand carried was selected after some investigation, and 
that he believes the tire and tube at the price mentioned 
gives the motorist service consistent with the investment. 
That is the full sum and total of his tire sales argument. 
There is no guarantee other than the standard promise 
of good material and workmanship. 


Commenting on the tire business, Mr. Carmony said: 
“The hardware dealer who picks a good tire line, in- 
vests a reasonable amount of stock, and sells tires and 
tubes as merchandise, will make a nice profit and add 
to his yearly sales volume. ‘Tires are easily sold. There 
are millions of cars on the road today. The tire industry 
cleaned house some time ago, and it is possible to sell 
tires at a fair price. Were | located further away from 
Akron (18 miles approximately ) and Cleveland, I could 
easily develop a big tire business, selling not only the 
motorist, but also the local merchants, factories and 
others who use cars and trucks in business. It would 
pay me then to solicit such business.” 

Mr. Carmony’s comments are worth considering. You 
have a large tire market in your town and will find it 
profitable business to handle. 








Bedford Hardware and Supply Co., Bedford, Ohio, use this 


and convenient tire rack. 
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Another good window display by S. H. Bloom, St. Louis, Mo. 
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‘Easy Money”’ 


By Saunders Norvell 


NE who studies world conditions is almost terri- 
fied at the rapidity with which the drama unfolds 
and act succeeds act. 

It was only two years ago that I wrote an article for 
THE HarpwareE AGE, from London, on the subject of 
world-wide Soviet propaganda. Just a year ago, I wrote 
another article for THE HARDWARE AGE, from London, 
entitled: “The Moscow Plot.’”’ Friends of mine laughed 
in my face. They said I was “seeing things.” I received 
a number of letters from strangers, telling me I was 
an alarmist. Since then, what has happened? 

* * * 


First, we had the great English coal strike, largely 
fomented and financed by Moscow; political disturb- 
ances in Egypt; political uprisings in India and now, 
up to date, our next-door neighbor, Mexico, impreg- 
nated with the principles of Moscow, trying to precipi- 
tate a war with us. Then, on top of all this, there is 
the situation in Nicaragua, where our battleships have 
gone, where our marines have landed and where they 
are now in control. Back of this situation, Secretary 
of State Kellogg has frankly stated is the sinister in- 
fluence of Moscow working through Mexico. 

* *x* * 


Now the latest development is the Chinese situation. 
The Chinese are being awakened from the sleep of 
centuries by the nationalist propaganda manufactured 
in Moscow. Russian propaganda and emissaries have 
permeated all of China, Mongolia, Thibet and Man- 
churia. Russian Bolshevists are the advisers of the 
Chinese generals and statesmen. Russian generals are 
laying out the Chinese campaigns. Russian officers are 
drilling the Chinese soldiers. Russian money is equipping 
them. 

Have you studied the photographs that have been 
published in the press—Chinese generals and Russian 
generals chatting and smoking together? Have you 
studied the photographs of the Chinese troops? Have 
you noticed how well they are equipped with modern 
military rifles and ammunition, in modern uniforms? 
The Chinese armies now in the field are very different 
from the ragged coolies armed with spears who made 
up the armies of China a few years ago. | 

* * x 


Our press here in the United States have made a lot 
of fun of Secretary Kellogg for the statements he has 
issued about “Red” influence. I read one editorial in a 
leading New York paper calling him a doddering old 
man. Does it ever occur to the casual reader that the 
chances are that in Washington, in the office of the 
Secretary of State, there is compiled information in re- 
gard to the activities of Moscow that even the editor of 
one of New York’s influential daily papers has not at his 
command? Two years ago, when I first wrote on this 
subject, there was practically nothing in our papers 
about Moscow’s activities, but in this last year, the pa- 
pers have been full of this subject. 

x * x 


Now let us watch and see what is going to happen. 
The Chinese situation as it stands at present is full of 
peril. I would not be surprised to see one of the big 
Chinese cities captured, burned and looted, with a possi- 


ble massacre of foreign inhabitants. It will take some- 
thing like this to wake up the world to exactly what is 
happening. 

England sees the situation. She is hurrying ships and 
troops to China. 

Our State Department in Washington know what is 
happening. They are hurrying ships and troops there. 
However, the people in the United States, while they 
read the news from day to day, do not think about what 
is happening. The trouble with us is that we have “mov- 
ing picture intelligence.” This kind of intelligence does 
not develop the ability to think. 

. oe 


Then, on Dec. 16, 1926, in an article entitled: 
“Financial,” I wrote in THE HarpwareE AGE that there 
were many signs that business was slipping. As my 
greeting to the hardware trade, I sent the. suggestion 
that wholesalers and retailers devote their best energies 
to collecting accounts. This article did not make a hit 
with a number of my friends! 

*x* %*«* * 


A well-known hardware manufacturer called and in- 
formed me that it was the function of trade papers to 
always boost business. “A trade paper’—said he— 
“should always be optimistic. What the trade need is 
to be cheered up. Now you, for some reason, have 
built up quite a large following in the hardware trade— 
the good Lord only knows why! These dealers read 
your articles. When you write that trade is slipping, 
they take you seriously and immediately quit buying 
altogether. This is a bad thing for the retail hardware 
dealer, as nothing is more expensive, both in lost profits 
and loss of prestige, than for the retail merchant to be 
out of goods when they are called for. Consumers be- 
come very weary of being requested to leave their orders 
and wait for goods that the retail merchant should carry 
in stock if he intends to give the neighborhood the service 


he should.” 
* * x 


“But”—I answered—‘“don’t you think that the hard- 
ware trade reading the leading hardware journal of the 
country have a right to be informed of true trade condi- 
tions? Isn’t it better in the end, if business is slipping, 
for wholesalers and retailers to know this fact and get 
their houses in order? Is it not true that being fore- 
warned is forearmed and that nothing will serve better 
to prevent business depressions and financial losses than 
for merchants to be fully posted on actual conditions and 
govern themselves accordingly? For instance, in 1919 
and 1920, if the merchants of this country had been fully 
posted on the exact situation, they would have stopped 
buying, they would have reduced their inventories and 
they would not have been caught with the enormous in- 
ventories that resulted in the terrible losses and depres- 


sion of 1921.” ; 


* * * 


“But”—said this manufacturer—‘“retail merchants are 
now buying in such small quantities that it has become 
an absurdity. Jobbers are being placed in a position of 
actually doing a retail business at wholesale prices.”” Then 
he smiled and remarked—“It is a pretty good joke on 
the jobbers after all. Through their salesmen, they have 
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put little retail hardware merchants in business by the 
thousand all over the country. They thought they were 
very smart to sell these little merchants their little open- 
ing stocks. Now these little merchants, being short of 
capital, are sending their little, homeopathic orders and 
our jobbing friends are waking up to the fact that these 
orders, when they figure up the cost of the service, are 
handled at a loss.” Then this manufacturer left my 
office, warning me to write only optimistic articles! His 
talk was very disquieting because I have just practically 
retired from active business, bought bonds and “endowed”’ 
myself so I could write more or less truthfully without 


having a loan called! 
* ok Ox 


By the way—in that “Financial” article, I suggested 
that stocks were very high and recommended the buying 
of bonds. I said I was buying bonds. At that time, 
arranging my “endowment,” I had to buy quite a long 
list of bonds and now I am interested in noting that 
every single bond I bought has advanced. Because of 
easy money and low interest rates, there has been a very 
good bond market. 

The whole financial situation is complicated by the 
vast quantity of money in this country today that is seek- 
ing investment. There is so much money on hand that 
it is actually interfering with the working out of the 
natural law of supply and demand. By this, I mean 
that if it were not for easy money—in other words, if 
the quantity of loose money in the country were only 
normal—I believe we would have had a decided reaction 
in the stock market. Nevertheless, the market has been 
held up, regardless of the very high prices, because the 
banks are full of money that is seeking investment. 

The extraordinary supply of money in this country, 
instead of being a boon, is very likely, in the end, to be 
a boomerang. Money is now being hurriedly invested 
in many securities without a thorough and careful in- 
vestigation of the exact value of the properties. Too much 
of a good thing is frequently just as bad, or worse, than 
too little. Too much money is likely to make interest 
rates so low that the price of all securities will go entirely 
too high and in the end there will be an inevitable reac- 
tion and adjustment. Our friends in the South, for in- 
stance, looked forward to a good cotton crop. When 
they were treated to the unprecedented crop of 18,000,- 
000 bales in 1926, they found out, to their surprise and 
dismay, that they had too much of a good thing! 

Many of our Wall Street corporations are taking ad- 
vantage of the situation to put out new issues of bonds 
at very low rates and they are paying off preferred 
stocks and old issues of bonds bearing much higher rates 
of interest. The present situation is a splendid one for 
new financing on a very low basis, and the financiers at 
the head of our corporations are not failing to grasp their 


opportunities ! 
* * * 


However, now comes the Feb. 1, 1927, Monthly 
Review of Credit and Business Conditions, published by 
The Federal Reserve Bank. A careful study of this 
report gives the following facts, which I will, state 
briefly : 


“Volume of output of industry decreased further in 
December, 1926, to the lowest level in more than 
a year, and wholesale prices continue to decline 
a In December, for the third consecutive 
month, there was a decrease in industrial produc- 
tion. . . . Reduction in the manufacture of au- 
tomobiles is usual at the end of the year, when 
plants close for inventory-taking and repairs, but 
in December, 1926, the decline was considerably 
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larger than usual. Production of iron and steel has 
also been sharply reduced since the middle of 
autumn, and activity in the woolen and worsted and 
silk industries has been somewhat curtailed. . . . 
Factory employment and payrolls declined further 
in December, reflecting decreases in nearly all in- 
dustries. 
“In the first three weeks of January, 1927, build- 
ing contracts were in smaller volume than during 
the same weeks of 1926. Residential con- 
tracts were smaller in December, 1926, than a year 
earlier in nearly all districts. 
“Reports of State and Federal labor departments 
showed a further decline in factory employment 
from November to December, 1926, in New York 
State and throughout the country. There were 
further reductions in working forces in the iron, 
steel and automobile industries, in addition to sea- 
sonal curtailment in building materials, and the 
general level of factory employment was about three 
per cent lower than in December, 1925. 
“Sales of representative wholesale dealers in this 
district, which in ten of the first eleven months of 
1926 had averaged smaller than a year previous, con- 
tinued in the final month of the year to show a sub- 
stantial reduction. For the year as a whole, a 
weighted average of sales-in all reporting lines shows 
a reduction of eight per cent from the sales in 1925.” 
“Hardware sales, on the other hand, were larger 
in December than a year previous, after decreases 
had been reported in most previous months of 1926. 
“Aggregate December sales of chain stores in this 
district were 14 per cent larger than a year ago, one 
of the smallest increases reported in recent months. 
“For the first time in two years, department store 
stocks at the end of the month of December showed 
no increase over a year previous. Total sales of 
New York department stores for the year 1926 were 
four per cent larger than in 1925.” 

* * * 


Mr. S. W. Straus, the head of the investment house 
of Messrs. S. W. Straus & Company, in a recent address 
here in New York sounded a note of warning to the 
effect that building had reached the saturation point. He 
recommended, for the sake of the industry, a year’s vaca- 
tion in the building program. No doubt there are some 
in the trade who will sériously object to Mr. Straus’ 
remarks! 

In an article appearing in the Feb. 5, 1927, issue of 
The Literary Digest, Mr. Straus’ remarks are treated 
at length. I quote from this article as follows: 


“And Mr. Straus is by no means alone. A number 
of realty and investment authorities, it is noted in 
the press, have lately been warning builders and in- 
vestors against the perils of over-building. Com- 
ment on the Straus statement, as The Wall Street 
Journal notes, varies all the way from guarded dis- 
sent to whole-hearted agreement.”’ 
* * * 


Now come the great commercial agencies with their 
reports of failures for the month of January, 1927. Allow 
me to quote a New York daily paper as follows: 


“January, which invariably brings the largest num- 

ber of commercial failures each year due to the 

strain of the annual settlements, accounted for a 

considerable increase in insolvencies, R. G. Dun & 

Co. announced today. The total of 2465 is about 

19 per cent above the figures for December. 
(Continued on page 62) 
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Radio 
Parties and J 


Radio 


Sales: 


ERBERT ZERKEL is young and full of pep. 

His dad and uncle own a thriving hardware store 

in Troy, Ohio, known as Zerkel Bros. Last Aug- 

ust we stopped one Saturday night about 9:30. An at- 
tractive cabinet model radio set was in operation bring- 
ing in a Pittsburgh station. Seven prospects were en- 
joying the music. Herbert was there supervising the 
party. He didn’t say much, but he did say enough, an- 
swered all questions and gently said, “That sure is fine 
music and mighty good reception for the summer-time.” 
Zerkels are now experiencing the second year with 
a radio department. Last year more than $2,000 rolled 
in for radio goods, even though this department got 
under wav late. Two lines of sets are handled. These 
sell from $60 to $210, less accessories. Aerials are 
erected from $5.00 to $7.50, depending on the nature 
of the job. Both makes handled are well known and 


made by reputable factories. Zerkels do not enter into 
any technical discussion on radio, nor do they tnake any 
boasts about distance. They concentrate on the enter- 
tainment features of a radio set, encourage a home dem- 
onstration where such looks necessary for the sale anc 
have a set going most of the time in the store. 

Out of the seven people in the store that warm August 
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Here are two disp!ays of 
radio goods by Zerkel 
Bros. of Troy, Ohio. 
Herbert Zerkel is keen 
on selling radio. “Any 
hardware man who 
doesn’t handle radio in 
the smaller town is fool- 
ish,” he says. 


Saturday night, four were sold within thirty days, and 
the fifth bought an outfit in December. 

Herbert Zerkel is so keen on selling radio in the 
hardware store that he exclaimed, “Any hardware man 
who doesn't handle radio in the smaller town is foolish.” 
The outfit selling at $210 sells at $300 complete. Two 
makes of loud speakers are sold, with prices starting 
at $16 and going as high as $27.50. Storage batteries 
are $16, tubes are sold at list, and the charger handled 
by this firm sells at $18.00. 

When a prospect desires a home demonstration, Zerkel 
always makes a point of erecting an aerial, explaining 
that the prospect will need one anyway. In this way 
there is no loss due to the construction of the aerial. 
Practically all home demonstrations result in sales. When 
a set is sold complete with installation, Ilerbert visits 
the buyer’s home the first evening and tunes in two or 
three stations, has the buyer do the same and makes 
sure that the new radio fan understands at least the func- 
tion of the switch and tuning dials. 

Last fall Zerkels held radio parties every Saturday 
night, sometimes in the store and other times at cross 
roads shops in rfearby hamlets. Factory experts helped 
on these parties; souvenirs were distributed, and each 
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guest invited to visit the store for further information. 

When Herbert completes the sale of a receiving set, 
he begins work to sell battery chargers, and in some 
cases customers are interested in B eliminators in pret- 
erence to batteries. He finds this largely a matter of 
choice, and is pleased to handle the sale either way, as 
both items are very profitable. He keeps a full list of 
every sale made and sends frequent notices regarding 
the replacement of batteries, etc. 

At least once a month during the entire year radio is 
featured in one of the windows. ‘The radio department 
is not large. It is just inside the store, where it is seen 
promptly and heard easily. It is Herbert Zerkel’s in- 
tention to work as hard on radio in the summer as in the 
winter. He has found an all-year market worth culti- 
vating and intends to make the most of it. 

Two years ago George W. Splaty Co., West Terre 
Haute, Ind., took on a radio line. He placed six sets 
on display in the left wing of the store. ‘These were 
shown on a slightly raised platform. He sold eight sets 
the first year with no other stimulus than the display. 


He gives no demonstration, but emphasizes the relia- 
bility of the manufacturer whose line he carries. ‘The 
second year he sold thirty sets in the same way. Huis 


price range is from $60 to $104.50, without accessories, 
and is able to furnish the necessary extras from $40 to 
$50 additional. An extra charge is made for erecting 
aerials. When a sale is made, the set is installed in the 
customer’s home, connected up, turned on and entertain- 
ment given from two or three stations. Mr. Splaty has 
had no grief and feels that his small radio activities pay 
a good dividend. 

The radio man at Splaty’s knows little or nothing about 
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The Haymarket Hardware Co., of Boston, conduct this live radio 
department. They find the department growing steadily in spite 
of keen competition. 


the construction of sets. He is merely a fellow who 
enjoys his own radio, knows how to connect up a set, 
tune in the stations and enjoy the entertainment. He 
avoids the slightest mention of the technical side of 
radio and works entirely on the entertainment angle. 

Haymarket Hardware Co. in Boston, Mass., has an 
interesting radio department. This store faces every 
known kind of downtown big city competition, yet finds 
the radio section one of the most interesting ventures. 
Moe Cohen, the boss, is fond of radio in his own home, 
and has no difficulty spreading that among 
prospects. 


fondness 
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George W. Splaty, West Terre Haute, Ind., uses this slightly raised platform to display his radio sets. 
it has proved a winner. 


With no other stimulus 
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HIS illustration shows a display arranged by 

George F. Hauber in one of the windows of the 

Emigh-Winchell Hardware Co., Sacramento, Cal. 
As a merchandising display it has one thing to recom- 
mend it and two against it, according to Hauber, who 
created it. 

Its good point is this: It is a tie-up with the local 
movie theater, and therefore a tie-up with a local news 
event. The hardware store displays its merchandise 
in connection with the movie that is being shown at 
the local theater, and in return the theater runs movie 
slides advertising the hardware store and its merchan- 
dise. 

The chief thing against it as a display, as Hauber 
himself points out, is this: It is an appeal to virtue. But 
the display makes virtue unattractive, especially in com- 
parison to the views shown in the photographs in fore- 
ground of the window. This is at once apparent. 

“A much more attractive display could and should be 
arranged,’ Hauber says. “Given the time and the ma- 
terials, it would be as easy to make an attractive home 
setting as an unattractive one. Our trouble in this case 
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George F. Hauber, of Emigh-Winchell Co., 


‘ Sacramento, gives pointers on improving win- 


dow displays 


was that we lacked the time. Proof that an attractive 
room can be arranged in a window display is furnished 
often by department stores and furniture houses.” 

The second point that Hauber thinks is against the 
window is the lettering on the window pane. “Notice 
how the name on the glass of the window spoils the whole 
effect?” Shortly after this photograph was taken, the 
lettering was removed from the window, and the name 
of the company placed on a neat name plate that stands 
on a small easel or rack on the floor of the window. 

Many displays of hardware, sporting goods, electrical 
appliances, etc., can be arranged to tie-up with local 
events, as well as with the local movie house. Many 
such displays have been shown on these pages in the 
past. All that is necessary to make such a display, in 
the opinion of Hauber, is “the time and the materials.” 
A little imagination and skill is also needed. Many a 
good idea has been ruined by poor execution. In the 
opinion of Hauber, that is the lesson that may be learned 
from this display. It is a tribute to Hauber’s ability 
that he points this out himself, and allows others to 
benefit by the experience that he has had. 
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- Builders’ Hardware Door by Door 


Garage Doors 
By W.N.Thomas 


EDITOR’S NOTE.—This is the fourteenth installment of a new series of articles on builders’ hardware appearing 
every two weeks m the columns of HARpware Ace. The author, W. N. Thomas, is an acknowledged expert and 
knows how to tell his story. The next installment will appear in the March 3 issue. Watch for it and read it. 


automobile industry shows that at the end of 

1926 there were registered in the United States 
22,273,643 motor vehicles. About 4,500,000 of these 
were built during the same year. If we assume that a 
large majority of these are housed in private garages, 
and this seems a perfectly fair assumption, it shows 
that the item of “Garage Door Equipment” is quite im- 
portant to the hardware dealer, especially outside of the 
few very large cities. 

As these doors are rather large and heavy and are 
subject to much hard usage, they should be equipped 
with strong hardware that will stand the hard knocks 
and bumps, and at the same time render the utmost 
toward the safe, convenient and quick operation of the 
doors either in daylight or dark. | 

From the hardwareman’s point of view “Garage 
Doors” may be divided into three general groups— 


L eu prepared by an important concern in the 


At right (Fig. 1) type of 

hinged garage door de- 

scribed in the accom- 
panying text. 





Hinged doors (1), Sliding doors (2) and Combination 
hinged and Sliding doors (3). Each of these general 
groups has a number of variations each of which re- 
quires hardware suited to its particular construction. A 
survey of the job, with a knowledge of the way the 
owner desires to use the doors will enable the hardware 
man to offer valuable suggestions as to what kind of 
hardware will give the most satisfying results when in 
use, and also enable him to intelligently recommend 
strength and quality in keeping with the building so the 
owner may be assured of his money’s worth in durability, 
convenience and security. 

The manner of hanging the doors is usually influenced 
by the location of the garage and the space available. 
The hinged type seems to be used more than any other. 

The hinges for these should be particularly heavy and 
strong, of the T hinge type, so the doors may be kept 
securely in their proper place. There should be three 
hinges to each door. The top and bottom should have 
long straps, while the center hinge may be shorter as its 
principal use is to hold the door from warping or spring- 
ing out of line. For good buildings it is a good plan 
to recommend ball-bearing hinges, and urge the owner 
to see that the ball-bearings are kept well oiled so they 
will not rust and thereby lose the advantage of the 
bearings. These Garage hinges are made both flush and 


offset at the knuckle. The flush for places where they 
may be laid on flat, and the offset where there is a 
trim and the pad or butt end must be mortised into the 
jamb. The offset is usually about an inch which gen- 


At right (Fig. 
2) Sliding door, 
usable either in 
single or double 
operation as de- 
sired. 











erally is enough, as these doors are not required to be 
opened more than one hundred degrees. 

Each door should be supplied with a door holder (4) 
to automatically hold the doors securely open while the 
car is being moved in or out. These are made two ways 
—one with a heavy spring cushion to take the shock 
from the door—while the other is without the cushion— 
each one has a chain within easy reach for releasing the 
holder so the door may be closed. See that the holder 
is screwed firmly to the door; when it is loose on the 
door the release does not work so well. The door that 
closes first must be equipped with bolts to lock it top 
and bottom. For better-grade outfits this should be 
a single bolt (5) that locks top and bottom at one opera- 


.tion or better still one that locks automatically at both 


places when the door is closed. These are simple, effi- 
cient and not expensive. The same bolt is sometimes 
used as the simplest fotm of Fire Exit Bolt. If some- 
thing cheaper is required then a strong chain bolt for 
the top and foot bolt for the bottom may be used at a 
small sacrifice in convenience. The other door should 


; 
At left (Fig. 3) type i 
| 





of combination hinged 
and ssiliding garage 
door. Above (Fig. 4) 
automatic garage door 


holder. 





have a heavy handle and latch for holding it closed. 
For security this door should be supplied with a sub- 
stantial Cylinder lock either in the form of a Padlock 
with heavy padlock eyes, or it may be a rim latch (6) 
made especially for Garage Doors. In either case these 
locks may be supplied with cylinders that can be operated 
by the same key the owner uses for entrance to his home. 
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Sliding doors may be the simple single door that slides 
over the opening or there may be several doors hinged 
together (2) and operated accordion fashion. For the 
single door a pair of strong ball or roller bearing hangers 
running in a tubular track, with suitable guides for the 
bottom, will carry the door satisfactorily. In addition 
to this it should have strong pulls either rim or flush 
as construction requires, and a cylinder lock. This lock 
may be a padlock and as mentioned above for the hinged 
door, or a flush sliding door lock (7) that will auto- 
matically latch when the door is closed. Either of these 
may be keyed with the owner’s house or other doors 
having cylinder locks of the same make. It is imprac- 
ticable to attempt to have cylinder locks of different 
makes made to be operated by the same key, this can 
only be done when the locks are all made by one manu- 
facturer. In accordion doors the first, or jamb leaf is 
hinged to the jamb, and the second leaf is hinged to 
the first, ete. The butts may be mortised in or laid on 
flat, outside on one leaf and inside on the next so the 
doors will fold against one another. The doors may be 
arranged in one set for the whole opening or in two 
sets to meet in the center, depending on the width of the 


At left (Fig. 5) type of 
rim latch designed espe- 
cially for garage doors. 





opening. Each second door is carried by a swivel slid- 
ing door hanger in a tubular track and each other second 
loor should be secured at top and bottom by bolts as 
described for pairs of hinged doors. Ordinarily one of 
the end doors or one of the center doors, depending 
upon whether there is one run of doors for the entire 
opening, or two runs divided in the center, is operated 
as a regular hinged door and supplied with hardware 
as for a regular hinged door. 


Appreciates Article 


editor, HARDWARE AGE: 
I Il us thank you for publishing in your recent 

_4 issue the article by Fayette R. Plumb entitled 
“Hand-to-Mouth Buying Makes Increased Turnover 
Unprofitable.” 

Articles of this nature are greatly appreciated, as they 
deal with facts and figures in retail rather than with 
general principles. 

You may be interested in knowing that we have put 
into effect, for the first time, on Jan. 1 of this year a 
handling charge of one dollar on orders totalling less 
than ten dollars net. 

These values are not by any means adequate to the 
costs involved, but are a step in the right direction and 
have a marked effect on reducing the quantity of petty 
orders and especially of reducing the orders from the 
jobber to ship one or two of an article to his customer, 
and the jobber should know better. 

As a matter of fact, if the jobber were asked by the 





At left (Fig. 5) Type of 
better grade door holder, 
locking top and bottom. 


The combination hinged and sliding door (3) differs 
from above only in that the doors do not collapse as an 
accordion but slide back along the inner side wall of 
the garage entirely out of the way. The principal fea- 
ture is the curved track that turns the door at the corner. 

for garage doors that 


automatically latches ik 
when door is closed. | 


Several makers of sliding-door-hangers specialize in 
hangers suitable for all conditions of garage doors. 
Study carefully the catalog of the maker whose hangers 
your store sells and be guided by the advice given in it. 
These makers have had wide experience and know what 
hangers and track will give satisfaction in the different 
places. 

Complete line of hardware for hinged garage doors 
are made by certain makers who put it up in sets of 
various kinds, other manufacturers make only certain 
items which may be collected into sets by the dealer to 
suit his particular requirements. 


At right (Fig. 7) Type of ty 
flush sliding door lock x 





Questions: 


l. Is there a good field for garage hardware in 
your city? 


2. Are there more hinged doors than sliding doors? 


3. What three elements should be especially con- 
sidered in your recommendations P 


4. What should be done to insure the proper work- 
ing of ball-bearing hinges out of doors? 


5. How can locks be keyed for the convenience of 
the owner? 


by Fayette R. Plumb 


eA 


retailer to ship % lb. of nails to the retailer’s customer, 
ensuing correspondence would demonstrate very clearly 
that the jobber did know better, though he was some- 
what reluctant perhaps to practice what he preached. 

We note on price lists of other manufacturers in the 
lardware line that there are here and there notations in 
regard to handling charges, but our Sales Department 
assures us they are very seldom used. 

We, for one, have decided upon this charge, and it 
will be used. As a matter of fact, probably the only 
reason it is not more generally used is on account of 
the fear of offending a good customer as most of the 
manufacturers know that the single order itself is 
handled at a loss. The problem seems to be one of 
education. 

Very truly yours, 
THe Kitsporn & Bisnop Co., 


Hollaway Kilborn. 
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Intelligent Salesmanship and Display Are 
Needed to Sell Tools 


Charles Brown & Sons, of San Francisco, demonstrate that 
special training is profitable to them. 


HE two most important things for a hardware 

merchant to have in order to sell tools are, first, 

an intelligent tool salesman, and secondly, a large 
variety of well arranged and prominently displayed tools. 
That is the belief of the management of Charles Brown 
& Sons, 8/1 Market Street, San Francisco, Cal., and, 
it may be added, it is a belief based on a number of 
years of practical experience. 

The accompanying illustration, of part of the tool dis- 
play in the store of Charles Brown & Sons, emphasizes 
the second point mentioned above. It is a display in 
keeping with the type of merchandise. It is well ar- 
ranged. It shows a large variety of tools. It is in a 
prominent position in the store, that is, it is near the 
store entrance. Furthermore, it is a display that has a 
dignity appropriate to the usefulness of the products. 

It requires knowledge to sell tools successfully. In 
the first place, tools are sold to men in most cases, and 
more often than not to men who earn their livelihoods 
by their knowledge of tools and of the uses of tools. 
Carpenters and mechanics are particular about the tools 
they buy. Consequently, the management of Charles 
Brown & Sons have made it a point to give the salesmen 
in their tool department the benefit of special training. 

Factory salesmen frequently give talks before the 
Brown tools salesmen, and all of the literature available 
on the subject of tools is at the disposal of these men. 
The results of special training have been profitable to 


the firm. It is understood that this firm has an annual 
stock turn on tools of about four to six times. 

Of course the company does a good deal of advertising, 
its store is situated in what is probably the busiest shop- 
ping district in San Francisco, and it has behind it a 
reputation of many years standing. 

There are always several things besides the ordinary 
business reasons that contribute to the success of a mer- 
cantile establishment, and these enter into this case. 
Some group these things and term them luck, others 
speak about taking advantage of opportunities, etc. In 
the case of Charles Brown & Sons, it has been called 
intelligent and far-sighted management. Consult the 
management about it, particularly in connection with the 
tool department, and you will receive an answer similar 
to that at the lead of this story. ‘The two most 1m- 
portant things for a hardware merchant to have in order 
to sell tools are, first, an intelligent tool salesman, and 
secondly, a large variety of well arranged = and 
prominently displayed tools.” 

In other words, it may be added, retail merchandising 
today to be successful must be based primarily on just 
one thing, namely, intelligent display. [Think that over. 
Visit the chain stores, the department stores, and all of 
the successful retail establishments that you know of. 
Isn't the outstanding thing about every one of them 
summed up in just two words—intelligent display ¢ 








32 


HARDWARE AGE 


February 17, 1927 


Mountain States Association Holds 
Twenty-Fifth Annual Convention 


HE twenty-fifth annual convention of the Mountain States Hard- 
ware and Implement Association was opened on the morning of 
January 18, with sessions at the Cosmopolitan Hotel, Denver, Colo., 
President George O. Roberts presiding, with secretary W. W. McAllister 
present and acting. Following the invocation by the Rev. Morse, of the 
First Baptist Church of Denver, President Roberts gave his address, saying 


in part: 


“Before we get down into the real 
business of this convention, by which I 
mean the educational features that com- 
prise the program, let me urge you gen- 
tlemen to fill out the questionnaire on your 
business that is being mailed you by the 
National. Heretofore ours has been one 
of the few parts of the United States that 
was dismissed with the remark ‘Reports 
Too Scanty for Compilation. I think 
that most of us have had a satisfactory 
year, with a reasonable margin to show 
for our efforts, and that gives us a splen- 
did starting point for sending in our re- 
ports. As a matter of fact, it is really 
more important that the statement of a 


business showing a loss be analyzed than | 


if that business had shown a profit. 

“You will note that our program this 
year is almost entirely looking to the 
future, and this is as it should be. Those 
of us who are to continue in the hard- 
ware business must begin putting our 
houses in order, for the new era is com- 
ing. <A certain dignity has clung to the 
hardware business from the time it drew 
away from its predecessors, the ship 
chandlers, locksmiths and tin shops, in- 
stitutions that catered to hand-to-mouth 
buying, and began to stand alone as a place 
to buy manufactured articles of metal. 
It has drawn to itself and taken as its 
own a multitude of other things, but this 
very dignity has in many instances pre- 
vented the trade from keeping their lines 
inviolate and has permitted the rapid en- 
croachment of other kinds of businesses 
into lines that we have popularized and 
made profitable for other than hardware 
poachers. 


Who Sells the Goods 


“Who sells the cutlery and kitchen uten- 
sils and builders’ hardware in your town? 
Have you slipped any on the fencing you 
used to sell, and do you suppose that the 
plumbing shop sells more pipe and fit- 
tings to the farmer than you do? Of one 
thing we may be sure, either our inherited 
dignity or our business is going to suffer, 
but we can rejoice that we still have time 
in which to make the choice. A little more 
rubbing elbows with farmers and a smudge 
of grease from bolts seen occasionally on 
the bosses’ hands will not do any harm. 
I doubt if we use as much mechanics’ 
hand soap as we used to. Do not get 
the idea that the druggist or lumberman 
or furniture man that is taking your busi- 
ness is a crook. He might be, but the 
chances are good that he is cutting your 
sales down by putting a little more thought 











Ned. R. Brown 
New President 


Geo. V. Roberts 
Retiring President 


and energy into his business than you are 
with yours, and he has just as much right 
to sell tea kettles or pocket knives or 
lock sets as you have. Our salvation is 
to convince those people who buy these 
things that our store is the logical place 
for them to come. You will probably find 
your druggist competitor too cluttered up 
with other things to display properly your 
lines that he has plagiarized, and your 
lumber friend is not so well located as 
you are. Make the most of your advan- 
tage. 
Low Cost Leaders 


“My personal experience with lines 
that are taken by other businesses and 
used as leaders at cost or bélow has not 
been very satisfactory, and I am of the 
opinion that one can make more progress 
by curtailing his purchases of that item 
to a minimum and putting the investment 
and sales effort into something else. 

“You have possibly noticed the phe- 
nomenal growth of those businesses that 
do not worship service as we do, and have 
been struck with the idea that there seems 
to be unlimited room for more of them. 
The attitude they take is that the only 
thing about the customer that interests 
them is his money, and the thing that 
gives me an uneasy feeling is that the 
customer seems to fall in with that idea. 
I cannot think of a single chain store 
that will charge goods to anybody, nor 
deliver them free, yet if any concern could 
afford to do this it would be the chain 
store with its unlimited finances. Chain 
methods are being tried in hardware, just 
as the mail-order houses are trying out 
retail stores in small towns. It may be 
that a combination of the two methods 
will be worked out in such a way that 








we will be obliged to hunt up that Italian 
who bought the old horse and delivery 
wagon and insist that he accept with his 
bargain a lot of our surplus service. 

“We ought to start right now with a 
national slogan to educate people to buy 
hardware in a hardware store. The Save 
the Surface Campaign and Say It with 
Flowers are the outstanding examples of 
what can be done, and our National Asso- 
ciation can be just as successful. 

“Few of you are justified in handling 
forty-ton carloads of nails and wire prod- 
ucts. Your investment is too heavy, and 
I doubt if your turnover will justify the 
excess stock that you are required to 
handle. However, your lumber-yard com- 
petition can handle a car of split through 
a line of yards at a short freight haul, 
or in view of the fact that they have a 
heavier average capitalization than hard- 
ware stores. You who buy nails in small 
amounts and ship at local freight are 
obliged to compete with the man who 
ships in car lots, and I assume that your 
cost is at least a dollar a keg more than 
his. 

“Over most of the State of New Mex- 
ico our minimum carload of wire products 
is 36,000 pounds, as opposed to a general 
minimum of 80,000 pounds over Colorado 
and Wyoming. Also, in our cars we mix 
nails, staples, wire, and corrugated and 
flat sheets to make up our 18 tons. You 
men in these northern States are not al- 
lowed to put sheets in your cars of wire 
products, but if you have never experi- 
enced it, I want to tell you that it does not 
take many sheets of roofing and kegs of 
nails to make 18 tons of freight. I do 
not suppose that the steel mills are at 
all concerned over this condition, for it 
has no direct effect on them who sell 
their product, and I grant that only so 
much tonnage will be sold in a given terri- 
tory, but I maintain that is a matter of 
vital concern to us whether this distri- 
bution is made by hardware stores or by 
competitive lines of business. Do you see 
the point? A reduction of the minimum 
weight from 80,000-pound cars to 36,000, 
which is common, a great many places 
will make 90 per cent of you men carload 
buyers. Car freight, as opposed to local 
freight, will reduce your cost approxi- 
mately 25 per cent, or, in other words, 
will double your margin on these prod- 
ucts. Do you know what to do about it? 
I think you do. A movement in this con- 
vention to reclassify these commodities 
and reduce the minimum car weight can 
be successfully prosecuted. 

“A request will not produce results, but 
an organized fight for consideration will 
mean a lot of money to you.” 

Though the question of installment sell- 
ing was not particularly injected into the 
program, a prominent banker of Denver, 
Mr. George B. Harrison, felt it so impor- 
tant a phase of his subject, “Present Busi- 
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ness Tendencies,” that he devoted some 
timie to the topic. 

Mr. Harrison took a very sane view of 
the situation, recognizing that some in- 
stallment selling, properly handled, is a 
community service. But he characterized 
as “little short of criminal” the eagerness 
for volume which leads merchants and 
manufacturers to persuade consumers to 
mortgage the earnings beyond a safe 
margin. 

The craze for volume, if unchecked, he 
said, would have a great deal to do with 
our next economic disturbance, for not 
only was it causing consumers to become 
indebted beyond the point of safety, but 
it was leading merchants to do a volume 
of business in excess of that permitted 
by their capital. 

Speaking of the future business out- 
look, Mr. Harrison said that for the 
Mountain States it could not be better, 
considering the previous years. Many ac- 
counts long outstanding have been li- 
quidated during the past year and con- 
sumers are in a better position to supply 
legitimate requirements than for some 
time. 

Regarding the national situation he 
quoted several factors which appear to 
point to less favorable conditions in 1927 
than in 1926. 

At the close of his talk he spoke of the 
importance of the Federal Reserve Bank 
System and expressed the hope that deal- 
ers would show sufficient interest in the 
continuance of the system to assure its 
future through legislation that will be 
necessary. 

“Bob” Patterson, Fort Morgan, ex- 
pressed the opinion that the small order is 
a necessary service which the wholesaler 
must equip himself to render and that it 
has come to stay. While his firm enjoys 
a volume in excess of $100,000 annually 
and buys much merchandise in carlots it 
still finds it necessary to frequently resort 
to small orders, said Mr. Patterson. 

It is his belief that the jobber who 
caters to small orders is the one who will 
get the big ones. 

John Valentine, of Boulder, said the 
position of the hardware retailer is both 
injured and improved by present condi- 
tions. It is improved, he said, by the 
gumption of the merchant who will rec- 
ognize the buying attitude of the public 
and cater to it. The new competition has 
brought material change in the arrange- 
ment and display of merchandise in well 
conducted hardware stores, an improve- 
ment which possibly would not have been 
brought about had it not been for the 
more intense competition which the dealer 
faces. 

There is a marked tendency on the part 
of women, he said, to feel that it is little 
use to buy higher priced merchandise. 
Consequently he feels that there is a mar- 
ket for medium priced articles of house- 
furnishings and that the hardware man 
should prepare to supply this market. 
The cheap stuff, he said, will help sell 
the better merchandise. 

“Ted” M. Harding, of Canon City, an- 
swered the final question for discussion 
at this session. It was: “Are hardware 


retailers really merchandisers ?” 
Mr. Harding made no effort to prove 
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that all hardware men can be placed in 
this class. He admitted frankly that there 
is dead timber in the hardware business 
just as there is in all other lines. But he 
said that as a rule you find the hardware 
retailer in the forefront of all community 
activities, always willing to give of his 
time and money to do things for the com- 
munity and that such activities stamp him 
as a merchandiser of the right type. 

He said the dealer who wants to qualify 
as a real merchant should not be afraid 
to go after big business. Almost every 
community activity holds possibilities for 
the sale of hardware. If the dealer sim- 
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ply assumes that the larger items will be 
purchased direct they probably will be. 

Many traveling men, he said, see more 
of the dealer’s customers than the dealer 
does, largely because the dealer shows no 
interest in trying to sell the class of mer- 
chandise these travelers are supplying di- 
rect. If they should show such interest 
he said the traveler will be found willing 
to let the business pass through the dealer 
and will even go with him to help land 
the orders. 

The third session opened Wednesday 
morning with a discussion of buying and 
selling problems by W. R. McFarland, 
president of the McMurty Manufacturing 
Co. 

After his talk there was a general dis- 
cussion of various sub-topics of this gen- 
eral subject. 

Henry Robinson, of Pueblo, spoke of 
the problems of the city merchant while 
George Morehart, speaking from _ the 
standpoint of the dealer located in a town 
of 1000 population, showed that the small 
town merchant suffers from every form 
of competition known to the city mer- 
chant and has, in addition, some problems 
peculiar to small towns alone. 

“Ted” Harding summed up the situation 
with the view that it is a question of the 
man rather than the community. That 
the personality of the merchant and the 
amount of community work he is willing 
to do answers the question of whether he 
will survive competition either of the city 
or the small town. 

Ned R. Brown, Burlington, expressed 
the opinion that it, is a mistake to pay too 
much attention to mail order houses. He 
makes it a practice never to mention them. 
A big mistake of the trade, in his opinion, 
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is to argue with the trade that you sell 
for less than the mail order houses. It 
simply advertises such firms and frequently 
causes the customer to look up their prices 
when he would not have done so other- 
wise. 

Regarding the effect of the automobile 
he felt that it works both ways for the 
merchant in the average size town. Some 
of his trade goes to the larger centers, 
while his town draws trade from smaller 
places. The small isolated community 
cannot but be hurt by improved roads and 
general use of automobiles, he said, but 
this is the only place where it really hurts. 

The possibility of chain hardware stores, 
the question of group buying and jobber 
competition, were among other topics dis- 
cussed at this session. 

Frankly, the program assignment of 
George <A. Collison, manager Denver 
Chamber of Commerce, to discuss “My 
Store” at the Wednesday afternoon ses- 
sion, did not look particularly promising. 
This reporter, at least, expected a talk on 
Denver, or of the activities of Chambers 
of Commerce, or anything else, except the 
assigned subject. 

It was a pleasure therefore, as well as 
a surprise, to hear Mr. Collison stick 
strictly te his subject and to see evidence 
in his remarks that he had really studied 
the matter in an effort to bring helpful 
advice. 

Another interesting feature at this ses- 
sion was the presentation of the “Hard- 
ware Survey” as conducted by the exten- 
sion division of the University of Colo- 
rado. The subject was ably handled by 
D. C. Sowers, of the University, whose 
charts showing the results of the survey 
and his discussion of them brought out 
many helpful points in store control. 

“What Main Street Thinks of Our 
Business” was the opening topic at the 
Thursday morning session. To say that 
it was an address by Dave C. Darrah, of 
the Hart-Parr Company, is sufficient for 
everyone who has ever heard Mr. Darrah 
to know that the Mountain States mer- 
chants enjoyed a rare treat. 

Mr. Darrah has the convincing ability 
to lift, hardware and implements from the 
commonplace and show the dealer to what 
an enormous extent civilization depends 
upon them. 

Following Mr. Darrah the topic of im- 
proved hardware stores was introduced 
and rarely has such interest been mani- 
fested by a Mountain States audience as 
was shown in this subject. 

The dealers had so many questions to 
ask that it was necessary to carry the 
subject over to the afternoon session and 
between times, and after the convention 
was closed, a large crowd was gathered 
around the N. R. H. A. display tables 
getting additional information. 

The convention closed with the election 
and installation of the following officers: 
President, Ned R. Brown, Burlington: 
vice-president, J. H. Christman, Kersey, 
Colo.; vice-president, B. F. Early, Lara- 
mie, Wyo. Directors, B. F. Early; A. M. 
Rhodes, Yoder City; George O. Roberts, 
Clovis, N. M.; Cliff McVey, Las Animas, 
Colo.; Ed. Troxell, Denver; C. A. Turner, 
Nunn, Colo.; and J. O’Byrne, Walsen- 
berg, Colo. 
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The Man Behind the Counter 
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salesman who is in his forties. He has always 
been a worker in someone else’s store, and he al- 
ways will be because he hasn't it in him to take the re- 
sponsibility for a business, but he could be high man in 
the sales force if he would try. 


Ts other day I was talking with a retail hardware 


So would the man approached with the inquiry, ‘Was it 
a rip saw or a crosscut saw you want to see, Mr. Green?” 
This salesman made a sort of a stunt of this sort of 
thing, and he acquired something of a reputation, but, 
after all, as he explained, there was no mystery about it. 
He was merely observant. He 





The trouble is that he is discour- 
aged. It sticks out all over him. 
It makes him unattractive to cus- 
tomers. It shows in complaints 
and in lack of effort. I suggested 
that he might get more money 
and enjoy his work better if he 
made a real effort to learn more 
about hardware selling. 

“You can't teach an old dog 
new tricks,” he responded. 

“Yes, you can,” said I, “if you 
will try to learn them, and you 
can't teach a young dog new 
tricks if he will not try to learn 
them.’ 

Then I reminded him that M1- 
chael Angelo, ninety years old 





““A man in his forties is 
really just old enough to 
know what to learn and 
the importance of learn- 
ing it as fast as he can. *..@ 
Plenty of men have been 
failures at forty and suc- 
cesses at sixty,’ says the 
Man Behind the Counter. 


saw what the customer looked like 
and then he noted what he looked 
at, and he observed his actions. 
It is wonderful what can be ac- 
complished by observation. Make 
a practice of watching your cus- 
tomer’s eyes and governing your 
suggestions for further purchases 
by what seems to interest people. 
* * 

One of the earlier primers of 
the National Cash Register Co. 
had, among other rules, the fol- 
lowing for its salesmen: 

Rule 43. Don’t fail to stop and 
get the P.P.’s assent to a state- 
ment that is open to question. 

Rule 44. Don’t imagine be- 
cause the P.P. listens in silence 








and blind, was still seeking to 
improve his ability as a sculptor 
by learning about anatomy from anyone who could tel! 
him anything new. And I mentioned the fact that when 
Abraham Lincoln was forty-four years old and was 
licked in a legal battle, he got busy and studied as even 
he had never studied before, and he won. I might have 
quoted to him what I have many times heard the late 
President John H. Patterson of the National Cash Reg- 
ister say, at seventy, “I am going to school as long as 
I live.” A man in the forties is really just old enough 
to know what to learn and the importance of learning it 
as fast as he can. Plenty of men have been failures at 
forty and successes at sixty. 
* * * * 


When Chauncey Depew was a boy and was bragging 
among the other boys as each told what he was going to 
be when he grew up, he declared that he was going to be 
United States Senator from New York State and presi- 
dent of what was then the Hudson River Railroad. 
Chauncey at that time was just old enough to have 
‘heard about William H. Seward, then a senator, and 
Commodore Vanderbilt, then president of the railroad. 

You may call it a coincidence, if you like, but doesn’t 
it look as if ambition and determination must have had 
something to do with that boy actually achieving both 
of the positions mentioned ? 

There are young hardware salesmen today declaring 
they will be owners of big retail hardware stores some 
day. There are others who laugh at them and make no 
claims for their own future. Ask yourself which will 
be the great hardware merchants of the future? 

* * * * 


I heard of a young retail salesman in Cambridge, 
Mass., who acquired a reputation for knowing what 
customers wanted before they told him. He would walk 
up to a waiting customer and inquire, ‘““What size wire 
nails did you want?” and the man would be surprised. 


that he agrees with you or even 
understands all you say. 

There is a lesson in those two don’ts for the hardware 
salesman who is too prone to talk right along about what 
he is selling, without pausing to discover whether his 
statements are being understood and accepted. 

x * x x 


The following jingle, taken from a college publication 
of Smith College, might suggest to gum-chewing male 
clerks that a jaw that wags on a wad of gum may not 
wag as successfully in a sales talk. 

“The gum-chewing girl and the cud-chewing cow— 

The difference? Oh, yes, I see it now. 

It’s the thoughtful look on the face of the cow.” 


‘ > * * * 


Some salesmen seem just naturally to want to make 
customers feel satisfied with their purchases, and to 
adjust things when one comes back to make a complaint. 
Others are so anxious to prove themselves right and the 
merchandise all it should be, that they will hardly listen 
to a complaint. 

[ bought an automobile from a firm the two partners 
of which represent just such a situation. When I went 
back and complained to one partner that Ii didn’t think 
I was getting as good mileage as I should, he spent his 
time showing me that I didn’t drive it properly and that 
the engine was all right and I was getting as good mileage 
as I could expect under the circumstances. Still dis- 
satisfied, I spoke later to the other partner and he said 
he was sorry and we figured on the mileage and he said, 
“T believe we can make a little carbureter adjustment 
that will help you.” He changed the carbureter and he 
gave me a few suggestions about the dash control of the 
mixture and I went away satisfied. The first partner 
made me sore because he was more anxious to prove 
the car was all right than he was to satisfy the driver. 

(Continued on page 66) 
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W. P. Hall 


New President 


John R. Sower 


Retiring President 


Jack Clark 
First Vice-President 


J. M. Stone 
Secretary 


Kentucky Hardware and Implement 
Association Holds Twenty-Seventh 
Annual Convention and Exhibition 


HE twenty-seventh annual convention and exhibition of the Kentucky 
Hardware and Implement Association was opened Feb. 2 at Louis- 
ville, Ky., by John R. Sower of Frankfort, president, who called the 
meeting to order in a convention room filled to overflowing. Representatives 


from every section of Kentucky were present. 


The organization lists 569 


members which represent 80 per cent of the prospective members in Ken- 


tucky. 


An exhibition in which forty-three exhibitors took part put on a colorful 
and varied display representing a cost of approximately a half million dol- 
lars in the main hall of the Armory, the floor space of which building is said 
to be the largest flat space surface in the United States. 


Group singing followed the pronounce- 
ment of invocation. Mr. Sower delivered 
his address, saying: 

“As your president and also as a mem- 
ber of the Kentucky Hardware and Im- 
plement Association for more than a quar- 
ter of a century, I want to welcome all 
to the twenty-seventh annual convention. 
I hope that each retail hardware and im- 
plement dealer present, if not a member, 
will join our association and enjoy with 
us the inspiration of contact with minds 
of men who come to us as speakers and 
teachers on these occasions. 

“T wish to say a word of appreciation 
to our loyal manufacturers and jobbers 
who have made this convention possible 
and assured its success. I want to thank 
the advertisers in the program and the 
firms represented in our exhibit hall and 
the manufacturers and jobbers who have 
sent their salesmen to assist our retail 
brothers in taking care of their wants 
promptly.” 

Mr. Sower reviewed briefly the years 
since he served first term as _ president, 
and said: “It is a score of years since I 
had the pleasure of addressing this asso- 
ciation as your president, and looking 


around I find only a few of the old famil- 
iar faces present. 
thought we had a hard time to exist. 





In the early days we | 





debated questions pro and con, and still we 
are here. Times have changed. We still 
have our troubles. But the annual con- 
vention helps to combat the obstacles of 
today. These meetings serve as a clear- 
ing house where, by expressing himself on 
subjects, giving his ideas and experiences, 
one receives in turn the other person’s 
point of view and takes back new ideas. 

“No doubt everyone present has read 
the program and is informed of the topics 
to be discussed. Persons of other profes- 
sions and trades have paid more than our 
annual dues to attend such sessions in 
order to perfect themselves in their vari- 
ous professions and occupations. We must 
not regret the time we spend in conven- 
tions.” 

He described the members present as 
purchasing agents for their communities, 
saying: “Are you not a purchasing agent 
for your community? Don’t they look to 
you to provide the latest and best crea- 
tions the market affords? Your commu- 
nity expects this of you as their repre- 
sentative. Then, why not give them what 
they want and expect? And, in order to 
do this, it is absolutely essential that the 
merchant keep informed as to the needs 
and wishes of the community he serves, 


We | and to equip himself to supply such de- 





mands as are made on him both intelli- 
gently and economically. 

“Keep faith with your fellow hardware 
merchant and seek the public’s patronage 
only upon the basis of sound merchan- 
dising policies, truthful advertising, con- 
structive salesmanship, efficient and faith- 
ful service. To your community and to 
yourself, the hardware merchants, you owe 
the obligations of exemplifying the high- 
est type of citizenship and doing those 
things which are calculated to promote 
public interest. 

“Cooperation is the keystone or the arch 
of our commercial structure. It is most 
essential that there should be the utmost 
cooperation between the hardware manu- 
facturers, wholesalers and retailers, of the 
established system of distribution, and this 
must be maintained if the interest is to be 
sustained. 

“It should be recognized by all inter- 
ested that it is just as incumbent upon 
manufacturers and wholesalers to sell in 
good faith as it is upon the retailer to buy 
in good faith. Honesty represents their 
goods. And that they will refrain from 
selling at retail or otherwise competing 
for the business which logically and eco- 
nomically belongs to the retailer. 

“In closing my remarks I might offer 
this suggestion: That the manufacturers 
assist the retailers by arranging and hold- 
ing evening sessions at intervals and have 
a representative explain the merits of their 
goods to the merchants and salesmen in a 
way that will enable them to impart this 
to the consumer.” 

Mr. Sower closed his talk by summing 
up the benefits to be derived by member- 
ship in the Kentucky Hardware and Im- 
plement Association. He listed them as 
follows: 

“First: 


Affiliation with representative 
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merchants from all over the State, which 
affords opportunity-of improving yourself 
and enables you to serve your craft and 
community better. 

“Second: By attending the conventions 
you meet representative manufacturers and 
jobbers with whom you have had dealings 
during the year, and by personal contact 
become better acquainted and are there- 
fore in a better position to adjust any dif- 
ferences more easily. 

“Third: It gives you an opportunity to 
have various lines fully explained by rep- 
resentatives of the manufacturers and job- 
bers. 

“Fourth: The meeting of the convention 
should be a clearing house for all mem- 
bers to discuss their troubles freely and 
by getting the ‘other fellow’s point of 
view, a remedy is quite often found and 
new ideas adopted. 

“Fifth: All our members should be 
active members and willing to help, for 
‘service is the basis of all business, and 
he profits most who serves best.’ ” 


Men of National Reputation 


Among the speakers who addressed the 
twenty-seventh annual convention and ex- 
hibit of the Kentucky Hardware and Im- 
plement Association, held in Louisville, at 
the Jefferson County Armory, Feb. 1-4, 
were men of national reputation in the 
world of hardware merchandising. 

John R. Sower, Frankfort, president of 
the association, introduced the following 
men, who delivered the keynote talks on 
topics of interest to dealers and exhibitors. 


Paul J. Stokes Speaks 


At the afternoon session of the opening 
day, Paul J. Stokes, of the research de- 
partment of the National Retail Hardware 
Association, spoke on “The Hardware 
Store of the Future,” discussing with 
members the problems that confront the 
independent hardware merchant. (See 
page 6.) 

Mr. Stokes declared that independent 
hardware dealers must use the same dis- 
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play and advertising method used by 
chain stores if they are to meet the com- 
petition created by the chain-store meth- 
ods of selling. He expressed the opinion 
that the future of the hardware store is 
not materially menaced by chain systems 
if the independent retailer adjusts his mer- 
chandising methods to conform with the 
standards that have evolved in the last 
few years. 

Mr. Stokes pointed out the necessity for 
stock control and diversification of lines 
to meet the changed buying habits of con- 
sumers. He gave several illustrations 
showing the methods followed by success- 
ful retailers. 

Prizes were awarded to the following 
members at the close of Tuesday’s session: 
T. F. Shivell, J. C. Kirchdorfer, T. L. 
Bunton, W. P. Hall, W. J. Fischer, all 
of Louisville; and John R. Sower, Frank- 
fort; A. B. Lander, Lafayette; O. H. 
Knight, Sharpsburg; Edward Jansen, 
Covington; W. H. Jenkins and M. D. 
Jordan, Olive Hill. 

“Merchandising embraces four  indis- 
pensable functions,” Glendon Hackney, 
assistant editor, ‘“‘Hardware Retailer,” 
Indianapolis, told members of the Ken- 
tucky Hardware and Implement Associa- 
tion, Wednesday afternoon, at the second 
session of the 1927 convention. 


Exhibitors and Deaiers Meet 


Closing sessions of the association, 
eb. 4, were devoted to meetings between 
exhibitors and dealers. W. P. Hall, newly 
elected president, presided at these ses- 
sions. Plans were considered for arrang- 
ing the exhibit of 1928 to appeal more 
directly to the general public. This was 
decided upon after expressions to that 


_effect were made by Clifford Brunton, 


Cleveland, district manager of the Ohio 
Varnish Co., who was in Louisville for 
the four-day meeting. 

The convention went on record as being 
opposed to practice of jobbers shipping 
direct to consumer at wholesale prices. It 
was also resolved that the legislative com- 
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mittee consult with L. T. Henderson, of 
the Building Trade Bureau, regarding the 
enactment of a proper amendment to pre- 
serve the hardware men’s lien right un- 


der the -present lien right. These resolu- 


tions were presented by Veach C. Redd, 
of Cynthiana, chairman of the resolutions 
committee, assisted by W. S. Lockridge, 
Mayfield; James T. Truitt, Morganfield, 
and Edgar Hart, Paducah. 


Next Meeting Place to Be Named in 
March 


Questions of next year’s meeting place, 
and whether or not large exhibitions will 
mark that convention, will be considered 
at a meeting of the executive committee, 
to be held in March. 

Twenty dollars in gold, electric perco- 
lators, waffle irons and twenty desk clocks 
were presented by exhibitors to dealers 
buying largest number of items. 

J. M. Stone, secretary-treasurer, an- 
nounced at the closing sessions that the 
1927 convention recorded the largest at- 
tendance in the history of the association. 

W. P. Hall, president of the Hall Seed 
Co., Louisville, was elected president of 
the Kentucky Hardware and Implement 
Association at the second day of its four- 
day meeting. 

Mr. Hall has been active in the asso- 
ciation for many years and has just com- 
pleted a term as vice-president. Jack 
Clark, of Lexington, was chosen first 
‘vice-president, with Veach C. Redd, of 
Cynthiana, second vice-president. J. M. 
Stone, of Louisville, was reappointed 
secretary-treasurer. Fred Wallace, Cyn- 
thiana, and Lee Orear, Mt. Sterling, were 
elected members of the executive com- 
mittee. 

John R. Sower, of Frankfort, outgoing 
president, presented the newly elected offi- 
cers at a banquet and entertainment which 
was given immediately after the business 
session. The main dining room of the 
Elks’ Club was used for the affair, to 
which exhibitors and manufacturers were 
invited. ‘Women guests of members also 
were present. 





Oklahoma Retailers Hold Successful Convention 


B. V. Rector succeeds H. S. Henley as President. A. J. 
Heaton, Vice-President and Charles L. Unger, Secretary 


N outstanding feature of the 1927 

convention of the Oklahoma Hard- 

ware and Implement Association, 
held at Oklahoma City, Jan. 25, 26 and 
27, was an address by Governor H. S. 
Johnston at the opening session. Governor 
Johnston's message was well received and 
very enthusiastically praised by all pres- 
ent. 

Other speakers before the convention 
included Dr. W. B. Bizzell, president of 
Oklahoma University; S. R. Miles, past 
president of the National Retail Hard- 
ware Association, and C. T. Woodward, 
also a past president, and J. Clark Coit, 
president of the Winchester Simmons 
Hardware Co. 





A tribute was paid to the late George E. 
Paas, vice-president of the Oklahoma 
association, who passed away since the 
last convention. 

At the election of officers, B. U. Rector 
of El Reno, Okla., was elected president 
for the ensuing year, succeeding H. S. 
Henley of Cherokee, Okla. A. J. Heaton 
of Pawhuska, Okla., was elevated from 
the second vice-presidency to the office of 
first vice-president. J. I. Dennison, Hobart, 
Okla., was selected as second vice-presi- 
dent, and the board of directors re- 
appointed Charles L. Unger, Oklahoma 
City, as secretary and treasurer. 

The report of the resolutions committee 
resolved that the suggestions of the vari- 








ous speakers relative to the display of 
merchandise in a more modern method 
of merchandising be carried out, and also 
that more attention should be paid to 
granting of credit and extension of credit. 
The committee expressed belief in the re- 
duction of cotton acreage, and recom- 
mended that the members of the associa- 
tion urge their farmer friends and cus- 
tomers to diversify as much as possible. 

Secretary-treasurer Charles L. Unger 
reports the largest attendance at this 
year’s convention of any previous year. 

The dates and place for the 1927 con- 
vention will be decided upon at a later 
date. 
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This window display and the MATA 
one at the bottom of the 
page are both by Newman’s Mh 
of Columbia, Mo., and fea- rly 
ture the needs of the college 
student. 


town about 25 miles from the State capital 

at Jefferson City. Twice a year new classes 
are formed at the university. The first year boys and 
girls come to town from all parts of Missouri and from 
neighboring States. They take up residence in dormi- 
tories, in boarding houses and with private families. 
They bring plenty of baggage but the girls need boudoir 
lamps, electric curling irons, electric pressing irons, 
chafing dishes, warming pads, extension cords, student 
lamps, percolators, toasters, electric table stoves, and 
other small electrical appliances. The boys as a rule 
have little need for the curling irons but they do want 
flashlights, students’ lamps, extension cords and a hand 
iron for pressing clothes. 

In many cases a group of boys chip in and buy coffee 
percolators, toasters, waffle irons, electric table stoves and 
a few other household appliances. Newman’s Hardware 
Co. in Columbia appreciate the college student trade. 
The sales force of this store realized the problems and 
needs of these young people living away from home 
and show genuine and friendly interest in supplying their 
temporary homes with useful electrical equipment. 

The week school opens, and the week previous, both 
of Newman’s windows will feature the electrical goods 
mentioned. The local newspaper will carry a message 
of welcome to the new and old students and will invite 
them to visit Newman’s for their hardware and electrical 
needs. The advertisements usually features boudoir and 
student lamps as these and other electrical items always 
have a good sale with the co-eds. 

For the girl who appreciates a cozy room and wishes 
to put a finishing touch to her home without investment 
there is a large table display featuring very reasonable 
boudoir, student and desk lamps. This store sells about 
500 lamps to students during a school term at the 


eos MO., is an interesting college 










HARDWARE AGE 37 


Is Your Store 
In a College Town? 


College Students Are 
Good Buyers of Electri- 
cal Appliances. 





university and _ practically 
every lamp buyer purchases 
at least one other appliance. 

l‘or many years Newman’s has successfully solicited 
the silverware, kitchen utensils, china and hardware trade 
of local hotels, boarding houses, lunch rooms, tea rooms, 
college cafeteria, and such institutions. This contact 
gives the firm an entrée for the sales of electrical ap- 


(Continued on page 70) 
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The Hoosier State Convention Studies Modern 
Buying and Selling Methods 


KARLY 800 hardware dealers from all parts of Indiana spent the 
N greater part of four days in Indianapolis, Jan. 25 to 28, studying 
the more modern methods of both buying and selling hardware. The 
occasion was the twenty-eighth annual convention of the Indiana Retail 
Hardware Association or, as one speaker aptly stated, it was more in the 
nature of a school for hardware men rather than the popular idea of a 


convention. 


The meetings were held in the Claypool 
Hotel during the forenoons of the four 
days, while the afternoons were given over 
to visiting the 115 manufacturers’ and job- 
ers’ exhibits that filled the large Cradle 
Tabernacle. There were six principal 
speakers during the convention, each of 
whom dwelt on some certain phase of the 
general subject of the “New Day in Mer- 
chandising.” After each of these talks 
there was a general discussion led by 
various dealers who were present. 

The first speaker at the opening session 
was Charles M. Thompson, dean of the 
college and commerce and business admin- 
istration at the University of Illinois. 
Mr. Thompson pointed out that there were 
many fundamental economic laws and 
that it was possible to fit them to the 
hardware business. He also stated that 
there is a constant change in retailing over 
which the retailer has no control but to 
which he must adapt himself. It was ad- 
vised that the hardware men study the 
methods used most successfully by the 
present day competition more closely and 
copy the best features employed by the 
chain stores and mail order houses. 

Price Bondurant, a hardware merchant 
from Great Bend, Kan., was a speaker 
on the second day of the convention on 
the subject of “Efficient Buying and 
Selling.” He said in part, “To the old 
time store-keeper, buying was a simple 











process of waiting for a traveling man to 
write the order; the goods were marked 
up 50 per cent and put on the shelves. 
Selling meant waiting around until some- 
body wanted something, which was 
wrapped up and charged on the day book. 
This was so comfortable a system that 
many of us want to continue it. It is 
easy to get into a rut and just roll along. 
But merchandising methods have changed 
so rapidly the hardware man has let a 
lot of his business get away to catalog 
houses and to more aggressive merchants 
who were not supposed to sell hardware 
at all. Yet the hardware store fills a need 
in the community that is not met by these 
semi-competitors. 

“Trade papers give good advice about 
selling, advertising, display, collections and 
so on, but little is said about efficient buy- 
ing. The sales force cannot operate ef- 
fectively until the good buyer has provided 
a complete stock, of visible good value, of 
good quality, with talking points, bought 
in sufficient quantity at the right time and 
priced to meet competition with profit. 
The profit is made in the buying but it is 
collected in the selling. Good buying is 
first and the more important. 

“Hand-to-mouth buying of staple, fast- 
moving hardware has no place in the suc- 
cessful retail store. The New Retailer 
must provide enough working capital to 





buy sufficient stock in advance of the sea- 
son thereby getting the desired lower 
prices, and having the goods when needed. 
Wholesalers in the future in order to give 
us wholesale prices, will sell only to mer- 
chants who can buy in unbroken packages 
and wholesale quantities in advance of the 
season,” 

Following Mr. Bondurant’s talk there 
was a discussion during which some of 
the dealers frankly disagreed with his 
ideas on buying. E. E. Landis, of Flora, 
Ind., stated that for the man with a small 
capital it was necessary to buy often, in 
small quantities and from the nearest 
source. He considered that profits de- 
pended on turnover and that by holding 
the stock down and using “hand-to-mouth 
methods, turnover was produced. He con- 
tended that buying for discounts created 
an overstock which ate up profits.” 

Jesse McKinney, Dunkirk, Ind., in talk- 
ing on’ selling problems, advocated store 
schools for salesmanship and the estab- 
lishment of sales quotas. FE. George 
Berkemeyer, Indianapolis, stated that in 
his Opinion customers were increasingly 
buying for price and that the hardware 
man. must improve both his buying and 
selling methods in order to cater to this 
class of customer. 

Another speaker at this second session 
of the convention was Ralph W. Carney, 
of Wichita, Kan., who made a plea for 
the better training of store clerks. In ex- 
plaining the real importance of the retail 
clerk in the general plan of distribution, 
Mr. Carney said, “We have got into 
the habit of thinking of a salesman as 
one representing a large steel or brass 
mill, for instance, who sells a manufac- 


‘turer a trainload of material. Or, we call 
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a salesman one who, representing the man- 
ufacturer or jobber, sells to the dealer a 
large quantity of goods for redistribution. 
As a matter of fact, the retail clerk, who 
sells the goods direct to the consumer for 
the consumer’s use, is the real and only 
salesman. The other men are more nearly 
agents for the transferring of goods for 
re-distribution. 

“This general refusal to invest with 
any dignity whatever the position of the 
retail individual has found its unfortunate 
reflection in the attitude of the retail 
clerk himself. The average clerk seems 
to feel that his position is one of little 
responsibility, little opportunity, and that 
his function is one of merely ‘wrapping 
up’ whatever a customer calls for. The 
average clerk uses but little imagination 
to create desire for merchandise in mind 
of his customer and fails to employ, with 
rare exceptions, that most potent of all 
sales forces, the simple power of sugges- 
tion. 

“Manufacturers and _ distributors are 
spending huge sums in advertising and 
sales promotion to create a desire to pur- 
chase in the minds of the customers. The 
actual purchase has to be made through 
the clerk. If he fails at his task because 
of the lack of knowledge of his goods— 
because of the lack of the proper study of 
his customer—because of the lack of am- 
bition or courtesy—because of the lack of 


demonstrating knowledge—or because of~ 


the lack of any of those things that he 
needs to know—then the sales, thousands 
of them, half made through advertising— 
the sales created to the point of sending 
the customer into the store to inquire 
about the goods—are lost. And because 
the retail clerk could not complete the 
process. , 

“If only the salary and the time of the 
clerk himself were wasted it wouldn’t be 
so bad, but the manufacturer, the jobber 
and the owner of the store have all in 
turn spent their money in  manufac- 
turing plants and machinery, in ware- 
house space and distribution facilities, in 
store location, building and fixtures of 
the store itself—all to make possible 
the final sale through the retail clerk. It 
is well for us then to realize and for us 
to help him or her to realize the dignity, 
importance and responsibility of the re- 
tail clerks’ position as the last link in 
completion of sales. It is well for us to 
help in the welding of this weakest link.” 

Mr. Carney gave what he considered 
seven essential points which retail sales- 
men should know of their merchandise. 
There were (1) the raw materials of 
which it is made, and how these materials 
are better adapted for the purpose than 
any other materials, (2) processes of man- 
ufacture, and why they are better than 
the way competitive articles are manufac- 
tured, (3) features of construction that 
add to the durability or successful opera- 
tion of the article, (4) something of the 
pattern or design that is useful or dis- 
tinctive, (5) some specific instance where 
a former customer has got, or is get- 
ting, unusual service from the article in 
question, (6) who makes it; the kind of 
people and the reputation or character of 
the firm behind the product, and (7) some 
interesting fact or circumstances connected 
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with the manufacture, construction, his- 
tory or use of the article. 

The meeting on the third day of the 
convention was opened by William Nelson 
Taft, editor of the Retail Ledger, Phila- 
delphia, who spoke on the subject of 
“Building Bigger Business.” He _ stated 
that failure of a retail merchant came 
usually from that merchant’s inertia and 
lack of inclination to adopt modern 
methods. He cited that the recent growth 
of chain stores had been responsible in 
making other stores better and more 
profitable. Chain store methods that were 
advantageous he listed as, analysis of 
market and location, care in the selection 
of goods, limitation of lines, economies 
through limited service, training of sales 
people, quantity buying and complete sys- 
tem of records. 

The next speaker was B. Christianson, 
assistant secretary of the Wisconsin Re- 
tail Hardware Association, who spoke on 
“Keeping Your Store Before the Public.” 
He began his remarks by saying, “I have 
known one or two merchants in my life, 
whose first whole hearted advertising ef- 
fort was the full page spread in the news- 
paper proclaiming to the people in the 
community that they were closing out 
their entire stock and going out of busi- 
ness. Up to this time they had absolutely 
refused to tell anyone what they were 
doing or trying to do in their store, which 
otherwise was not sufficiently attractive to 
gain them the attention of any large num- 
ber of patrons such as they would need to 
make their venture profitable to them. 

“A merchant who decides to go into 
business, first selects a location for his 
store. He tries to find a place on the 
busiest street in town and conveniently lo- 
cated to street car°and bus lines or other 
means of transportation. Thus his store 
will be seen and made convenient to the 
greatest number of people. But is that 
enough?’ Let’s see what else he does. 
Over his door he places a large sign to 
tell the name and nature of his business. 
He makes his store front as inviting as 
possible, and his entrance easy of access. 
He trims his show windows as attractively 
as he knows how. The interior. of his 
store is made convenient to the public 
through wide aisles and the attractive dis- 
playing of merchandise on counters and 
in show cases. All of this is good adver- 
tising and is effective as far as those peo- 
ple are concerned who pass the store or 
enter its doors. A certain volume of busi- 
ness will naturally follow, but, as a rule, 
sales obtained in this way alone are not 
sufficient to support the store, for others 
are making a more effective bid for the 
customers patronage through advertising 
and trade is easily diverted when the 
proper persuasion is used, whether it be 
that of lower prices or greater values.” 

Mr. Christianson went on to tell of the 
best ways to lay out advertising copy, 
what kind of head lines caught the eye 
quickest, where and when to use illustra- 
tions and gave suggestions as to the text 
of hardware store advertisements. 

Following Mr. Christianson’s talk, sev- 
eral of the dealers: present gave examples 
from their own experiences in successful 
advertising. In speaking of window dis- 
plays, C. E. Fredrick, Auburn, Ind., con- 
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tended that their were five points to con- 
sider in order to obtain the best results, 
namely, cleanliness, frequent changes, en- 
closed backs, seasonal displays and ad- 
vertised merchandise. G. A. Auble, Jr., 
Kempton, Ind., listed the various forms of 
advertising which he had found profitable 
in the order of their importance as news- 
papers, circular letters, store paper, nov- 
elties and signs. He cited the growth of 
his store located in a town of 600 popu- 
lation as an example of what could be 
accomplished by advertising. In 1924 his 
business made a gain of 33 per cent over 
1923, in 1925 the gain was 42 per cent and 
in 1926, 16 per cent. D. Wray DePrez, 
Shelbyville, Ind., spoke of the remarkable 
success that he had with the issuing of a 
store paper during the past six years. 

On Friday, the last day of the conven- 
tion, Hobart R. Beatty, of Clinton, IIL, 
president of the National Retail Hard- 
ware Association, was the principal 
speaker, and he enumerated the many 
services which the dealers’ own associa- 
tion stood ready to render for the asking. 
He pointed out that these services 
paralleled the costly efforts of the chain 
stores in gathering information and placed 
the members of the association in a posi- 
tion to cofnpete with the chain store on 
an even basis. 

W. L. Hubbard, Scottsville, formerly 
member of the board of governors of the 
National Retail Hardware Association, 
urged the dealers to encourage their clerks 
to read the trade papers and to give each 
man in his employ more responsibility. 
Frank Lindley, Jeffersonville, advocated 
that the dealer should develop his own 
personality and enthusiasm in order to get 
the best out of the people working for 
him. W. J. Bacon, of Washington, urged 
that the store proprietors treat their em- 
ployees as the members of their business 
family and use the same sense of fairness 
in dealing with them as was used in the 
home. 

As the last speaker of the convention, 
S. George Bartel, of Evansville, summed 
up the addresses and the discussions of the 
entire meeting and urged that the dealers 
return to their store and put into practice 
the many ideas which they had obtained. 

The closing moments of the convention 
were given over to the customary reports 
of committees. The resolutions commit- 
tee recommended that the association plan 
a two-day school for hardware clerks to 
be held the early part of March in Indian- 
apolis and also recommended that mem- 
bers maintain more complete stocks and 
buy in quantities that would enable getting 
the lowest prices and at the same time 
avoid tying capital up in stock for long 
periods of time. These resolutions passed 
unanimously. 

The new officers for the ensuing year 
were then elected as follows: President, 
S. George Bartel, Evansville; first vice- 
president, Cecil W. Miles, Corydon; sec- 
ond vice-president, Charles C. Bryan; 
Tipton; directors, A. G. Heydon, Rush- 
ville; I. O. Reinoehl, Kendallville, and 
William Emrich, Indianapolis. Immedi- 
ately after the adjournment of the con- 
vention, the new board of directors met 
and unanimously elected Gilbert F. Sheely 
to act as secretary and treasurer. 
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New York’s Silver Anniversary Convention 
Discusses Chain Store and Current Trends 


WENTY-FIVE years ago the New York State Retail Hardware 
Association was formed. 


This 


ear marks the silver anniversary of 


the organization, whose successful convention held Feb. 8, 9, 10 and 
11 at the Hotel Ten Eyck, Albany, N. Y., was a fitting monument to those 


pioneers who helped in its formation. 


President George G. Allen, Buffalo, 


presided at all sessions held in the Ten Eyck ballroom. The convention 


theme was “The future of retailing.” 


The total attendance including mem- 


bers, guests, ladies and associates was well over the thousand mark. The 
exposition at the State Armory had well arranged display booths showing 
a wide assortment of hardware, specialties, fixtures and services for the 


trade. 

Frank Doyle, Lyons Falls, was chosen 
as president to succeed Mr. Allen. Martin 
Van Dusen, Rochester, became first vice- 
president, and W. H. Heffelfinger, Niagara 
Falls, was chosen as second vice-president. 

Secretary John B. Foley and Treasurer 





George G. Allen 
Retiring President 


Frank E. Pelton were reelected. Durec- 
tors are given elsewhere in this report. 
George Decker, Albany, N. Y., led the 
singing which started off each session. 

Rev. Wm. H. Hopkins gave the invo- 
cation. A brief address of welcome was 
offered by William I. Baker, president, 
Albany Hardware & Iron Co., Albany, the 
oldest hardware dealer in the State and 
affectionately named the dean of New 
York hardware dealers. Due to a heavy 
cold, Mr. Baker was unable to deliver the 
full message he had planned, so Henry J. 
Funk, secretary of the same firm, did the 
honors for him, saying in part: 

“Do not try to compete with chain-store 
competition. If you do, it will mean 
utter failure to you, and the time has 
now come for retail dealers to do their 
part, and that part is to educate the pub- 
lic to buy better and not cheap merchan- 
dise, for when a consumer buys a good 
tool he has the benefit of knowing it is 
good and that it will be a good tool for 
years to come, and the small additional 
cost that he originally pays for same is 
then forgotten. 

“One of the greatest assets you have 
as a dealer is your employees. I am won- 











dering if you all take them into your con- 
fidence as much as you should. Give your 
employees more information about your 
business; take them into your confidence 
and let them know the problems you have, 
and let them see you do not have the 
easiest task in running your business. 

“Give some of your employees an oppor- 
tunity of selecting new items now and 
then, and see them become interested in 
these certain items, and then watch the 
sales increase. By placing a little more 
responsibility on each and every employee, 
you will find he is taking just so much 
more interest in your business. 

“The time has now arrived for the 
hardware retailers throughout the State 





Martin Van Dusen 
Vice-President 





of New York to do some cooperative State 
advertising. It is time you created a 
slogan and broadcasted this slogan in 
every newspaper possible, and I would 
suggest a small ad something like this: 
“BUY IT AT YOUR HARDWARE 
STORE.” This would mean a very small 
outlay in cash for each one of you, and 
the ads could be run in your daily papers 
at least three times a week, thereby plant- 
ing a seed in the mind of the public that 
they should patronize the legitimate hard- 
ware dealer.” 

President Geo. Allen, Buffalo, prefaced 
his address with comments on the found- 
ing of the organization 25 years ago, 





through the efforts of John R. Taylor, 
Little Falls; R. R. Williams, then editor 
of the hardware section of /ron Age be- 
fore that section became HARDWARE AGE, 
and M. L. Corey, afterward first N. R. H. 
A. secretary. Mr. Allen read off the list 
of first officers and active members. 

The presidential address introduced the 
convention theme, “The Future of Retail- 
ing,” calling attention to the advantages 
of association membership and activities, 
and to the splendid trade papers in the 
hardware field. He urged more attention 
to store arrangement and spoke briefly on 
the 1926 National Congress. 

Mr. Allen emphasized the importance of 
personality in business as an_ effective 
weapon to combat chain-store and mail- 
order competition, and urged hardware 
men to interest themselves in the commu- 
nities where they did business. 

Though there are 11,000 post offices, 
there are less than 1000 logical trading 
aeas in this country. William Bethke, 
La Salle Extension University, told the 
convention, in discussing some _ current 
trends of business. High lights of his 
talk were: Retailers must show more co- 
operative community effort; must be more 
interested in local improvements, and be 
cooperatively bigger factors in all local 
activities if they wish to offset the prac- 
tice of trading out of town. Large mar- 
gins and poor service in the old days in- 
vited the present-day competition, which 
offers better prices and better service. All 
trends suggest that the hardware store of 
the future will be a miniature department 
store, and hardware dealers who have 
stuck too close to their own limited lines 
must change this practice and widen their 
scope. Mr. Bethke advised cautious use 





John B. Foley 
Secretary 
\ 
of installment selling and urged more in- 
tensive effort on special lines. 
S. H. Skinner, Sherman, told of his 
experiences with high-pressure salesmen, 
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and agreed with Mr. Bethke that install- 
ment plans were satisfactory if substan- 
tial down payments are made. 

James E. Shatzel, Rochester, president 
of the Rochester Association, read aloud 
a story in Harpware AcE telling of the 
Brooklyn Hardware Association’s recent 
action condemning the special discount club 
for consumer, factory employees especial- 
ly. He then told of the very successful 
campaign by Rochester dealers which has 
resulted in stopping 17 factory clubs 
from getting special prices. This big job 
was done in less than six months. The 
plan in Rochester had been a source of 
trouble to all retailers. Factory employees 
formed welfare and other fancy named 
clubs, issued membership cards which bore 
the information that so and so was en- 
titled to a special discount at certain 
stores. The stores where the factory buys 
supplies were listed on the cards. Mr. 
Shatzel said he found the higher execu- 
tives of most factories sympathetic and 
usually uninformed on the subject. 

The genial and efficient secretary, John 
B. Foley, at the Thursday session said: 
“In 1904, when I assumed the secretary 
position in this association, hardware deal- 
ers for the most part dealt in builder’s 
supplies, mechanic’s tools, nails and other 
heavy essential hardware. 

“Soon after, nickel-plated and copper 
utensils became feature items. About six 
years ago another change came_ which 
swept the electrical equipment stock in 
with a bang, evidently to stay. With the 
increasing popularity of electrical house- 
hold appliances it would appear that elec- 
trical departments in hardware stores are 
surely here to stay.” 

The report of Treasurer Frank E. Pel- 
ton, Herkimer, was distributed to all mem- 
bers in printed form. 

Commenting upon problems of the day, 
W. N. Neff, general manager, The Vance 
Co., Abingdon, Va., offered a very com- 
prehensive survey of present-day condi- 
tions and their relation to future trends 
and progress. He mentioned Llew S. 
Soule’s recent editorial in HARDWARE AGE, 
“Red Ink or Black,” saying: “This at- 
tracted widespread attention due to the 
fact that it strikingly called attention to 
a question, imminent, real and engaging 
the thought of all hardware men.” 

Mr. Neff said that hardware men may 
use installment selling with caution to 
advantage, that house-to-house canvass- 
ing as a novelty had worn off, and that 
new methods of display, particularly the 
present use of the open display tables, 
was helping the hardware man meet pres- 
ent-day merchandising standards. 

One significant paragraph was: “The 
ability of the retailer to survive demands 
primarily on himself; on his looking after 
all the details—little and big of his busi- 
ness, which may be summed up as good 
management. This includes careful buy- 
ing, good salesmanship, productive adver- 
tising, effective display, wise credits, un- 
ceasing efforts to keep down the danger- 
ous element of invisible expense, alertness 
and resourcefulness to meet all new con- 
ditions that may develop.” 

His closing remarks pertained to the 
possibility of dealer buying pools and 
dealer owned jobbing houses in the event 
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that present high costs of jobbing did not 
decrease. 

C. M. Carpenter, East Rochester, doubt- 
ed the success of a strictly cash basis 
hardware store, and said that he had found 
95 per cent of installment buyers paid on 
time, and they were better payers than 
so-called straight credit accounts, who fre- 
quently have 25 and 50-cent items charged 
and do not pay for several months; thus 
the latter cause considerable expensive 
bookkeeping, etc. He emphasized the value 
of the telephone in retailing, and said he 
knew of chain-store managers who had 
installed phones at their own expense. He 
closed with earnest recommendation that 





Frank E. Pelton 


Treasurer 


dealers read carefully their trade papers 
and attend their conventions. 

H. J. Underwood, Babcock, Hinds & 
Underwood, Binghamton, said that the 
jobber who operated a retail store should 
not be considered in a competitive light, 
but should be appreciated as the largest 
advertisers of standard hardware in the 
State. He said that New York State 
jobbers’ retail stores were models of good 
merchandising practices, and were essen- 
tially list-price sellers, seldom if ever re- 
sorting to price-cutting methods. He 
urged dealers to line up with the selling 
campaigns of the nearest jobber owned 
retail store by featuring the same lines 
as advertised in the local papers by the 
former. 

C. W. Dipman, editor, Good Hardware, 
predicted that some time in the next busi- 
ness generation some genius will success- 
fully operate chain hardware stores from 
coast to coast. 

Vice-president Martin Van Dusen, of 
Rochester, took a different view, and said 
in part: 

“E. C. Reigel has written an article in 
the Jan. 27 issue of HARDWARE AGE en- 
titled ‘Do Chain Stores Have Advan- 
tages?’ This article answers the question 
in a masterful way. I recommend that 
you read it thoughtfully. 

“Recently I spent two hours studying 
chain-store customers, and found that 





most of them drifted in, open for sales 
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suggestions, and did not come in for spe- 
cific items. We have to carry in our 
stock a great variety of merchandise, but 
the major part of it is not the kind that 
a chain store or any other store can use 
to attract the aimless shoppers.” 

Mr. Van Dusen also said that there 
was not sufficient turnover on hardware 
to interest a national chain, and that it 
would be nearly impossible to get efficient 
managers. His closing remark was: “If 
you hardware dealers buy your cigars at 
chain stores and make other purchases 
from chains, you have no right to preach 
trade at home with the independent mer- 
chant to your customers.” 

Saunders Norvell, contributing editor of 
HARDWARE AGE, was the speaker of a spe- 
cial hold-over session on Wednesday. <A 
delegation of 50 hardware men from New 
York City came to Albany with Mr. Nor- 
vell for this occasion, the first New York 
convention for the speaker in 15 years. 
In that characteristic Norvell reminiscent 
mood, he told of his early experiences with 
Simmons Hardware Co., his progress as 
a salesman, sales manager and finally a 
jobber in his own name. Among the high- 
lights of Saunders Norvell’s talk we 
quote : 

“Buying right is all right, but every 
close buyer I ever knew has failed in the 
long run. I never knew a close buyer 
to be a success. The selling end of the 
business is the only money making end. 

“Hardware jobbers and dealers need a 
publicity bureau to offset any idea that 
the jobber is a parasite and the independ- 
ent dealer .a has-been, and that only mail- 
order houses and chain stores are the real 
thing. You hear plenty about these two 
factors, but never publicly hear about the 
jobber and dealer, yet more than 70 per 
cent of all goods sold to the consumer 
go through the jobber to the dealer.” 

Mr. Norvell paid high tribute to the 
hard work and scope of the National 
Hardware Council, and said it was the 
first real get-together in the hardware in- 
dustry since the old jobber-dealer com- 
mittee which he headed some years ago. 

Rudolph Miller, sales promotion man- 
ager for "the National Retail Hardware 
Association, gave an illustrated talk on 
dealer advertising in newspapers, explained 
the Milwaukee hardware cooperative ad- 
vertising plan, and flashed on the screen 
some examples of successful newspaper 
hardware advertising used by merchants 
in other parts of the country. 

R. A. Ostram, president, Duluth Show 
Case Co., Duluth, Minn., gave a practical 
and instructive talk on improved hard- 
ware stores. Mr. Ostram has devoted 
many years to the study of this subject, 
and based his talk on the reflections of his 
long experience in helping hardware deal- 
ers improve their stores. He proved easily 
the value of good-looking and efficiently 
designed stores. 

David C. Cox, J. H. Kelly Hardware 
Co., Canandaigua, showed examples of his 
own show card work, told of his firm’s 
success in using show cards for display 
and selling goods. He has been a hard- 
ware man for many years, and said his 
skill in show card work had been stimu- 
lated and helped by J. B. Jowitt’s series 

(Continued on page 44) 
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Philadelphia Merchants 


and Manufacturers in 
41st Annual Banquet 


Highly Successful Affair Held at 
Bellevue-Stratford Hotel on 


February 3 
Three hundred and seventy-five mem- 
bers and guests of the Hardware Mer- 


Manutacturers’ Association of 
were present at the forty- 
banquet of that organization, 

sellevue-Stratford Hotel on 
Feb. 3. <A feature of the 
was the message presented by 
Brig. Gen. H. M. Lord on “The National 
sudget,” a carefully prepared analysis of 
actual saving that amounted to billions of 
dollars nationally and caused his hearers 
to marvel at the results of budget con- 
trol. General Lord stated that it was not 
a popular committee that compelled people 
to pare down departmental expenses and 
analyzed estimates to carry on the _ busi- 
ness of the government, but the work 1s 
not much different to the method used by 
business men in the conduct of their suc- 
cessful affairs. He said in part: “We are 
spending not our money, but your money. 
(Jur first great drive was in the interest 


chants and 
Philadelphia 
first annual 
held at the 
the evening of 
occasion 


of team work—to think in terms of the 
United States instead of departmental 
terms. We covered all great government 


activities with boards specializing on de- 
fined lines, and gave critical analysis to 


all monied papers and accounts. We com- 
bined efficiency with economy—one im- 
possible without the other.” 

The general referred to a saving of 
$421,996.26 through the cooperation of 
General Hines in the reduction of Vet- 


erans’ Bureau personnel, of cutting down 
the common indefensible, careless waste in 
printing pamphlets intended for free dis- 
tribution, and in the printing department 
the savings mounted to over $9,000,000,000 


and reduced unnecessary free distribution 
by tons and tons. The general noticed 
that mariv were jotting down his figures, 


She « 


s. «. 
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| and here stated that they were available 


if desired. 

Capt. Irving O’Hay, a soldier of for- 
tune, having traveled the world over in 
search of adventure, cited many incidents 
of the Boer War, South American insur- 
rections, the Spanish-American War, and 
the World War, in which he participated. 
He concluded his talk with a plea for 
greater racial and religious tolerance. 

Vice-president James S. Bonbright was 
presented with a complete radio equipment 
from the Supplee-Biddle Hardware Co., 
which was received in a well-chosen re- 
sponse by Mr. Bonbright. Mr. Charles Z. 
Tryon advanced to the speakers’ table and 
called attention to the latest product of 
Henry Disston & Sons, a remarkable type 
of lawn mower which, when unwrapped, 
proved to be a well-known toy—it was 


| well presented and had everybody guess- 


ing. 

President E. J. McAleer received a com- 
plete chest of tools from the Stanley 
Works of New Britain, Conn. Mr. Mc- 


Aleer being a “tinker” could not see the 
why of a carpenter equipment. 

Those noted as guests at the speakers’ 
table were Brig. Gen. H. M. Lord, Capt. 
Irving O’Hay, Rev. Andrew Mutch, Fred. 
I.. Clark, W. C. Farr, E. Livingston 
Jones, M. G. Baker, C. P. Blinn, Jr., 
kX. Pusey Passmore, J. Carl De La Cour, 
Roy F. Soule, D. A. Merriman, D. M. 
lulton, Llew *S. Soule, Isaac Black and 
Edward G. Baltz. 

The committee, which received unstinted 
praise for the success of the occasion, 
was composed of Edward C. Griswold, 
chairman; Charles Z. Tryon, Paul A. 
Griffith, Fayette R. Plumb, Charles M. 
(shriskey, William S. Macpherson, James 
S. Bonbright, George W. Eckhardt, War- 


ren B. Miles, William H. Roberts, Jr., 
William George Steltz, EF. J. McAleer, 
Sr., ex-officio, and George A. Fernley, 


ex-officio. 


Death of S. L. Fenner 


Samuel L. Fenner, president of the S. L. 
lenner Hardware Co., Terre Haute, Ind., 
died suddenly at his home fh that city on | 
Jan. 26, following a sudden illness. 
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Thos. A. Nichols Plans 


New Hardware Store 


At Burlington, Iowa 


Former Hardware Merchant Plans to 
Return to Retail Hardware Busi- 
ness on or About April 1 


Thomas A. Nichols, veteran hardware 
merchant Burlington, Iowa, announces 
that he plans to reenter the business on 
or about April 1, following his retirement 
from the firm of the Nichols, Minier Co. 

Mr. Nichols has purchased the building 
at 113 Jefferson Street, formerly occu- 
pied by the Grover Marten Co., and after 
some improvements on the building, he 
will open his firm. 

Mr. Nichols had formerly planned to 
retire from the hardware business, but 
found himself so wedded to that business 
that he decided to enter it again. In com- 
pleting the deal for the building, Mr. 
Nichols also took over the stock of the 
Grover Marten Co., and at a _ recent 
sale he bought the stock of the Burling- 
ton Barber Supply Co. Before entering 
the hardware business again he will dis- 
pose of both these stocks under the name 
of the “‘Nichols Sales Co.” 


of 


A. F. Stoeger, Inc., Appointed by 
Webley & Scott, Ltd. 


The firm ‘of A. F. Stoeger, Inc., 224 
Kast Forty-second Street, New York, has 
heen appointed sole distributor for Web- 
ley & Scott, Ltd., manufacturer of air 
pistols, field shot guns and big game rifles, 
of Birmingham, England. 

P. D. Johnstone, Jr., formerly of the 
W. & C. Scott Arms Co., Inc., has also 
become connected with the sales depart- 
ment of the Stoeger organization. 


od 


Atkins & Co., saw manufacturers, with headquarters at Indianapolis, held their second annual sales conference at that 


city Jan. 3 to 6. There were in attendance 115 sales representatives of the company from all parts of Eastern United States 


and Canada. 


; 


On the first day a tour of inspection through the factory was taken, after which the men met in a series of conferences presided 


over by N. A. Gladding, first vice-president and general manager of the company. 


the last evening of the meeting. 


A banquet was held at the Hotel Severin on 
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Barnesfold Landing Net Co. 
Organized 


The Barnesfold Landing Net Co., 320 
Market Street, San Francisco, Cal., has 
purchased from Carlos G. Young, San 
Francisco, the patents, stock and good will 
of the Barnes landing net business which 
Mr. Young has conducted for a number of 
years. J. M. Jackson, who has been a 
hardware manufacturers’ representative on 
the Pacific Coast for the past 15 years, 
will manage the manufacturing and sales 
of the new company, which will distribute 
its line exclusively through the jobbing 
trade. The Barnes folding net has either 
aluminum or split bamboo frame, and is 
carried folded on the fisherman’s coat, 
within reach of the left hand. It opens 
easily with a slight snap of the wrist and 
latches into landing position. 


Burke Golf Co. Issues 
1927 Catalog 


The Burke Golf Co., manufacturer of 
golf clubs, bags and balls, Newark, Ohio, 
is distributing its 1927 catalog, a 5l-page 
and cover book, printed on high quality 
paper and containing many faithful repro- 
ductions of the company’s line of golfer’s 
equipment, together with a complete de- 
scription of each item. 

The new catalog is of a convenient 
hand-book size and should make a valuable 
addition to the reference library of the 
dealer who handles golfing equipment. 


— 


Independent Register & Mfg. Co. 
Opens New York State Office 


The Independent Register & Mfg. Co., 
3747 East Ninety-third Street, Cleveland, 
Ohio, has announced the opening of a 
New York State branch office and ware- 
house at 150 Colvin Street, Rochester, 
om F 








Cope Employees Organize a 
Cooperative Club 


At a recent meeting of the store staff 
of the E. M. Cope Mercantile Co., 11-19 
East Citrus Avenue, Redlands, Cal., held 
in the company’s offices, the Cope Coopera- 
tive Club was organized with a charter 
membership of twenty persons. 

Dale A. Chilson was elected president 
and Miss N. M. Wallace secretary of the 
club. Regular meetings will be held 
monthly to discuss anything and every- 
thing looking to the betterment of the Cope 
store and the service to its patrons. At 
the social period of the next meeting the 
club will listen to an address on hardware, 
paint and implement selling pointers by 
J. A. Thayer, general manager of the 
Southwest Hardware Co., of Los Angeles. 





Anchor Post Iron Works 


Announces Name Change 


The Anchor Post Iron Works, manu- 
facturer of fences, railings and gates, and 
all-steel trucks, 9 East Thirty-eighth 
Street, New York City, has changed its 
name to the Anchor Post Fence Co., ef- 
fective Jan. 1. 
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J. Wiss & Sons Salesmen in Annual Convention 





A group of salesmen for the firm of J. Wiss & Sons Co., manufacturer of shears, 
scissors, snips, etc., 33 Littleton Ave., Newark, N. J., in attendance at the recent 
annual dinner which marked the close of the firm’s 1927 Sales Convention. 





Death of Frederick A. Reynolds 


Frederick A. Reynolds, president and 
proprietor of the F. A. Reynolds Hard- 
ware Co., Inc., 804-812 Varick Street, 
Utica, N. Y., died at his home in that 
city on Feb. 7, following a two weeks’ 
illness. 





Frederick A. Reynolds 





Mr. Reynolds was born in Greenwich, 
N. Y., in 1848, and began his early career 
as a traveling salesman for Rathbone, Sard 
& Co., Albany, N. Y. About ten years 
ago he moved to Utica and acquired the 
hardware business of Henry Williams, 
which has since that time been known as 
the F. A. Reynolds Hardware Co. 

Besides his wife, Mr. Reynolds is sur- 
vived by two children and six children of 
a former marriage. 





Wagner Electric Corporation 


Appoints H. P. Whalen 


The Wagner Electric Corporation an- 
nounces the appointment of H. P. Whalen, 
60 _Shelwood Road, Brighton Station, 
Rochester, N. Y., as manager of its Buf- 
falo and Syracuse offices. 

The firm’s Buffalo office is located at 
769 Main Street and the Syracuse office 
at 506 City Bank Building. 


= 





Tom Padgitt Co. Adds Sporting 
Goods Department 


The Tom Padgitt Co., wholesale sad- 
dlery, Waco, Tex., announces that it 
plans to add a complete line of sporting 
goods and*sporting equipment. The new 
department will be under the able man- 
agement of W. A. Isaacs, who for three 
years was traveling salesman for the 
Belknap Hardware & Mfg. Co., with 
headquarters at Somerset, Ky. Mr. Isaacs 
also spent ten years with the Simmons 
Hardware Co., with headquarters at 
Paris, Tex. For the past two years he 
has been purchasing agent for the Callum 
& Boren Co., Dallas, Tex. 

Mr. Isaacs is desirous of receiving cata- 
logs and price lists on sporting goods and 
equipment from manufacturers. 


_..Pioneer Rubber Mills Opens 
_ New Chicago Branch Office 


| ,19TW2i 

| Phe Pioneer Rubber Mills, San Fran- 
cisag, Cal., has established a new factory 
branch in Chicago on Feb. 1, under the 
management of E. P. Coxhead who has 
been connected with the firm in San 
Francisco for the past ten years. 

The Pioneer Rubber Mills maintains 
factories at Pittsburg, Cal., and manu- 
factures a line of rubber belting, hose and 
packing. 

The Chicago branch will care for sales 
in the middle western States which were 
formerly under the jurisdiction of the 
company’s New York office, thus permit- 
ting the Metropolitan office to devote its 
time to the Atlantic Coast States. 


Dragon & Streeter Moves to 
Larger Quarters 


The retail hardware firm of Dragon 
& Streeter, Holyoke, Mass., announces 
the removal of its store and business from 
423 High Street, that city, to a new and 
more modern location at 326 High Street. 
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W. C. Sherwood to Manage 
Chicago Branch for Burke 
Golf Company 


W. C. Sherwood, who for the past 
seven years has acted as sales manager 
for the Burke Golf Co., Newark, Ohio, 
has been appointed manager of the firm’s 
Chicago office, located at 1105 Lytton 
Building. 

In addition to a complete stock of golf 
products for dealers, the Burke company 
will also carry a full line of products for 
the professional trade at its Chicago 
branch. | 


Missouri Retailer Sells Out to 
D. Inglehart & Son 


M. J. Wickersham, for the past 35 
years in the hardware business at Bruns- 
wick, Mo., has sold his lease and business 
to D. Inglehart & Son, formerly of Dal- 
ton, Mo. 





A. Earl Parker Buys Out 
Partner at Frankfort, N. Y. 


The retail hardware firm of Smith and 
Parker, Frankfort, N. Y., has been pur- 
chased by A. Earl Parker, who for the 
past five years has been a half owner of 
the business. 

The store was established in 1872 by 
James H. Hoard, who continued as pro- 
prietor until 1901 when H. M. Smith pur- 
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chased the building and business. In 1922 
Mr. Parker acquired a half interest from 
Mr. Smith and during the same year the 
firm moved into a new building on Main 
Street. 

Mr. Parker, who is now sole owner of 
the Smith and Parker store, will continue 
the business as heretofore and plans to 
add some new lines within the near fu- 
ture. 





Jasper Mead Buys Retail Store at 
Youngsville, Pa. 


Jasper Mead has acquired the stock, 
business and good will of the Hill Hard- 
ware Store, Youngsville, Pa., has taken 
possession, rearranged the stock and re- 
opened the store for business. 


Old Kentucky Hardware Dealer 
Disposes of Danville Store 


Announcement has just been made to 
the effect that B. J. Durham, who has been 
engaged in the hardware business in Dan- 
ville, Ky., for the past fifty-three years, 
has sold his store and business to W. S. 
Globe and Dudley Bryant & Son. 

Mr. Durham is one of the leading busi- 
ness men of Danville and is one of the 
oldest members of the Kentucky Hard- 
ware and Implement Association, having 
joined the organization in 1903. He has 
been a faithful and active member. 
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Twelfth Annual New York 
Toy Fair a Success 


The twelfth annual New York Toy Fair 
opened Feb. 3, and judging from early 
appearances and from the number of buy- 
ers who attended the opening, it will be 
larger this year than ever before. The 
fair will close March 10. 

Exhibits are being shown at the Fifth 
Avenue Building, Broadway and Fifth 
Avenue; Hotel Breslin, Broadway and 
Twenty-ninth Street; Hotel Imperial, 
Broadway and Thirty-second Street; Bush 
Terminal Sales Building, 130 West Forty- 
second Street, and in individual offices and 
buildings around Union Square. 

Approximately 25,000 buyers are ex- 
pected to attend the fair. Manufacturers 
have made plans this year to render addi- 
tional service to customers, so that every 
requirement will be taken care of to an 
even greater extent than before. 

The Fifth Avenue Building has become 
the recognized “Toy Center” of New 
York. In it are concentrated the perma- 
nent and individual sample displays of 
seventy leading toy manufacturers, who 
maintain year-round exhibits to enable 
merchants to see at all times and under 
one roof the latest and popular offerings. 

An attractive book, entitled “A Pictorial 
Introduction to the Manufacturers’ Per- 
manent Sales Rooms at Toy Center,” 
which clearly illustrates and describes the 
completeness and variety of the permanent 
displays at the Fifth Avenue Building, 
has recently been issued. 





New York’s Silver Anniversary Convention 


of show card articles in HARDWARE AGE. 
He urged dealers to make use of price 
cards as well as show cards, and sug- 
gested that they practise with price tickets 
and study the stories and charts by Mr. 
Jowitt in HARDWARE AGE. 

Herbert P. Sheets, secretary-treasurer, 
National Retail Hardware Association, ad- 
dressed the Thursday session on the “Obli- 
gations of Business,” prefacing his com- 
ments by saying that chain stores do ap- 
proximately 9 per cent of the country’s 
retail business, and if that is cause for 
gloom among hardware men, he couldn’t 
see it that way. He also said that figures 
on percentage of business done are: de- 
partment stores, 15 per cent; mail-order 
houses, 4 per cent; company owned stores, 
3 per cent; peddlers, 2 per cent, and inde- 
pendent or unit stores, 67 per cent. 

Mr. Sheets traced the development of 
retailing, and said the function of busi- 
ness is to furnish human wants, to mutual 
advantage. His talk was based very large- 
ly on the Hardware Merchant’s Ethical 
Code, accepted by the National Congress 
of 1923 at Richmond, Va. As purchasing 
agent for his community, the dealer must 
have knowledge, the customers are the 
employers of the dealer and should ex- 
pect the same service and prices as good 
or better than they could get elsewhere, 
he said. 

E. A. Mahoney, Schenectady, was man- 
ager of the exposition which was held at 





(Continued from page 41) 


the State Armory, with many fine display 
booths from leading makers and distrib- 
utors of hardware and kindred specialties. 
Peter McLaren, world’s champion axeman, 
did stunts with axes in the Albany Hard- 
ware & Iron Co. booth. The exposition 
was open every afternoon, and two even- 
ings the public were admitted. Sessions 
were held only in the mornings, 

An informal dance was held Tuesday 
night under the direction of the Eastern 
New York Hardware Club. Wednesday 
night was Associates’ Night, a program 
of high-grade vaudeville talent, followed 
by dancing. This party was planned and 
financed by the Associates, who are trav- 
eling men who sell to the association mem- 
bers. The annual banquet was held Thurs- 
day night, with President George G. Allen 
presiding. Hon. William Herman Hop- 
kins, State Senator, was the speaker. 
Dancing followed the banquet. 

The final session on Friday morning 
was for the election of officers and sum- 
ming up of the convention by R. J. Atkin- 
son, Brooklyn, N. Y., vice-president, 
i. ee 

L. S. Raymond, special service depart- 
ment of the association, gave an instruc- 
tive talk on accounting for the average 


merchant. 
Guests of the convention were: Alfred 
Rosenberg, Rockville, Conn., retiring 


president Connecticut Hardware Associa- 
tion: Robt. P. Adams, Worcester, Mass., 





president, and George A. Field, secretary 
of the New England Association, and 
Frank E. Pierson, Pittsfield, Mass., past 
president of the New England. 

Directors elected were: R. J. Atkinson, 
Brooklyn, also vice-president, N. R. H. A.; 
H. B. Dietrich, Salamanca; Howard AI- 
bright, Albany, also secretary of the East- 
ern New York Hardware Club; Arthur 
Shimell, New York City, also treasurer of 
the Metropolitan Hardware Association, 
and Edward A. Mahoney, Schenectady, 
also manager of the 1927 convention ex- 
position. 

Delegates to the National Congress in 
June: President, Frank Doyle, Lyons 
Falls, N. Y.; vice-president, Martin Van 
Dusen, Rochester; secretary, John B. 
Foley ; C. M. Carpenter, Rochester ; George 
G. Allen, Buffalo, and Edward Mahoney, 
with six others to be appointed by the 
president later. 

The convention went on record as urg- 
ing its members to refuse to honor dis- 
count cards of all kinds. This was 
prompted largely by the stirring talk given 
by James E. Schatzel, president of the 
Rochester association. 

At the annual meeting of the associ- 
ates, Fred R. Primer, Weed & Co., Buf- 
falo, was elected president and H. W. 
Demarest, Vacuum Grip Plier represen- 
tative, was chosen as vice-president. Mr. 
Demarest is also an active member of 
the N. Y. Hardware Boosters. 
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Lindemann Offers Two New 


Styles of Bird Cages 


To supply the increased demand in the 
bird cage market for striking color effects 
and unusual designs, O. Lindemann & 
Co., manufacturer of bird cages, 35-37 








Wooster Street, New York City, is offer- 
ing to the trade two new styles as illus- 
trated. 

The cage with tassel is made of all 
brass and also in a polychrome, metallic, 
lacquer finish, with cage stand to match, 
while the other cage is furnished in three 
nestable sizes, all brass and also in a nest 
of three sizes, consisting of one each in 
the popular red, green and blue metallic 
finishes. 

Supplements relative to the above de- 
scribed cages are now being mailed to the 
trade and will be furnished any dealer 
upon request. 





New Starrett Combination 
Tool 


An interesting and compact little com- 
bination tool of more than ordinary utility 
is the new No. 22-C drill point gage just 
introduced by The L. S. Starrett Co., 





Athol, Mass. It consists of a 6 in. steel 
rule with a sliding head which makes con- 
tact with the rule at an angle of 59 de- 
grees. A knurled thumb-screw locks the 
head at any desired point. 


3 by 5 index cards. 
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Toolmakers and machinists will find this 
tool very convenient in connection with 
grinding small drills and the combination 
with the double hook rule makes it a com- 
pact tool having a wide variety of uses. 
The hook on this rule can be adjusted to 
be short or long in connection with any 
one oi the four graduations on the rule. 
It is also possible to set calipers to any of 
the graduations. The hook may be easily 
removed or adjusted by a slight turn of 
the eccentric stud. 

The drill point gage head is furnished 
separately to mechanics already owning 
the Starrett No. 418 Book Rule or Nos. 
300 or 600 Starrett plain rules. 





Polly Prim Recipe Cabinet 


The Patent Novelty Co., manufacturer 
of advertising specialties and hardware, 
Fulton, Ill., has brought out a new and 
novel idea in a Recipe Cabinet, known to 
the trade as the Polly Prim Recipe Cabi- 
net, a special feature of which consists 
of the two little lugs on the cover of the 
cabinet, in which the recipe card may be 
placed while the housewife is preparing 
her favorite dish. 

The card is placed in the holder on the 
box while her hands are clean. In case 
it is necessary to move it about during 
the process of preparation of the recipe, 
she merely has to move the box. Thus, 
if her hands are doughy and greasy, such 
marks can be easily removed from the box 
without dulling its lustrous finish. 

Made of metal, the cabinet itself is very 
light and durable, and holds the standard 
It is finished in an 
attractive blue enamel that blends well 
with the decorations of any kitchen. 





Dexter Co. Improves Its 
Gasoline Powered Washers 


A compact, built-in, four-cycle gasoline 
motor has recently been adopted by The 
Dexter Co., Fairfield, Iowa, for its new 
and improved line of single and double tub 





gasoline power washers. This new motor, 
especially designed for Dexter company 
develops an abundant flow of smooth, de- 
pendable and safe power. 

Four models are available in the new 
line, one of which is illustrated in connec- 
tion with this article, an all-metal double 
tub, a wood double tub, an all-metal single 
tub and a wood single tub. 
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Bonney Offers Chrome Vanadium 
Engineer’s Wrench Assortment 


The Bonney Forge and Tool Co., Allen- 
town, Pa., is offering to the trade what has 
been designated , 
as the Bonney 
Chrome Vanadium 
No. 311 Engineer’s 
wrench assortment. 

The assortment 
consists of three 
each of the eleven 
most popular sizes 
of Bonney Chrome 
Vanadium —_— Eng1- 
neers Wrenches. 
These _— superior 
wrenches are drop- 
forged from 
Chrome Vanadium 
steel, and = are 
backed by the Bon- 
ney guarantee that 
they will “strip the 
thread or break the 
bolt without dam- 
age to the wrench.” 
Any wrench which 


may spread or 
break is_ replaced 
free of charge. 


They are excep- 
tionally light and 
thin, yet stronger and better balanced 
than any other wrench of the same type. 
It contains the most-used sizes of this 
type of wrench, and as a further help to 
the dealer, an attractive mahogany-finished 
display board is furnished free of charge 
with each set. The board is equipped with 
hooks, number plates, etc., and makes a 
most effective display for the wrenches. 
As wrenches are sold from the board, they 
can be replaced from the dealer’s stock. 








Adjustable Furniture Brace 
The H. S. Reid Corporation, New York 
City, has placed on the market an adjusta- 
ble furniture brace, a handy device for re- 
inforcing beds, chairs, etc., in a very rigid 

















manner. The illustration appearing in 
connection with this article demonstrates 
clearly the manner in which this brace can 
be attached to a chair. It is also available 
in a type suitable for use on beds, tables 
and other furniture. 

To install one merely screws in four 
hooks into the four legs of a chair, attach 
and tighten the brace, which pulls the loose 
joints snugly together and makes the chair 
solid for all time. 
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German Wholesalers Plan an Extensive Study 
of Conditions in the United States 


By L. W. Moffett 


(Washington Bureau of HARDWARE AGE) 


delegates of the German Wholesalers’ Association will arrive in New 


Wier a view to studying the American system in the retail trade, 


York on Feb. 25 for an extensive trip in the United States. The 
Association, known in Germany as the Nuernberger Bund, is particularly 
interested in such lines as hardware, electrical goods, house and kitchen 
utensils, glass, porcelain, stone and earthware. 

It is a wholesalers’ purchasing association, acting as corporate buyer 
for 510 large specialty shops spread throughout Germany. The association 
places corporate orders with manufacturers, maintains sample stocks for 
its members and guarantees the individual accounts on behalf of the mem- 


bers with the manufacturers. 


branch houses are maintained in Essen and Berlin. 


The head office is at Nuernberg and large 


The trip to the United 


States will be under the management of Dr. Heinz van Norden, Cologne, 


member of the Board of the Association. 


Approximately 20 delegates will 


participate in the trip and after visiting 11 cities will leave New York on 


April 9 on their return trip. 


All traveling accommodations, hotel 
reservations, etc., are being taken care of 
by the American Express Company. The 
cities to be visited are New York, Boston, 
Buffalo, Detroit, Chicago, Cleveland, Pitts- 
burgh, Washington, Baltimore, Atlantic 
City and Philadelphia. The official re- 
ceptions in Washington will be arranged 
through the medium of the German For- 
eign Office, the German Consulates in the 
United States and the German Ainbassa- 
dor. It is understood that different gov- 
ernment departments will assist the dele- 
gation in pointing out possibilities of cor- 
porations with American associations, 
business men’s clubs and manufacturers. 
The itinerary mapped out calls for the 
visiting of important retail stores, chain 
stores, stock exchanges, universities, manu- 
facturing plants, etc. 





Measuring the effects of the corporation 
tax, which alone remains at the high war 
level, the Committee on Taxation of the 
Chamber of Commerce of the United 
States finds, in a report on the subject, 
that the small stockholder is made to bear 
a large part of the burden. 

“In 1924, the latest year for which de- 
tailed statistics are available,” the com- 
mittee states, “the dividends reported by 
individual taxpayers paying on $10,000 or 
less of income amounted to $925,000,000. 
To distribute this amount of dividends re- 
quired profits of not less than $1,057,- 
000,000, on which $132,000,000 in corpora- 
tion taxes would be paid. The minimum 
tax on the same profits had they been 
taxed to the same individuals would have 
been about $19,000,000, or $113,000,000 less 
than the corporations paid. This differ- 
ence is almost exactly 150 per cent of the 
total taxes paid directly to the Federal 
government by all individuals paying on 
incomes of $10,000 or less on the entire 
income from all sources. With a higher 
corporation rate, the lower individual 


rates, and large personal exemptions in 








1926, the contrast will be even more 
marked.” 

The small stockholder pays a heavy tax 
toll for his corporate investments, the re- 
port says. 





Exports of oil and gasoline stoves from 
the United States in 1926 amounted to 
$1,838,532, an increase of $985,960, or 116 
per cent over the preceding year. Ship- 
ments to the United Kingdom increased 
from $407,288 in 1925 to $1,209,126 during 
1926, a rise of $801,838, or 196 per 
cent, in part can be accounted for by the 
demand occasioned for such equipment by 
the British coal strike. During the first 
six months of last year exports of these 
products to the United Kingdom totaled 
$292,458, while the figure for the same 
commodities was $916,668 for the final six 
months’ period. In July, 1926, British 
imports of stoves totaled $112,768, and 
with the exception of a decrease in Sep- 
tember, accumulative gains were made 
each month in the last half of the year. 
December shipments to the United King- 
dom were valued at $252,740. 

The United States exports of all groups 
of stoves and furnaces increased from 
$3,774,851 in 1925 to $4,925,300 for 1926, 
a gain of $1,150,449. Stove groups show- 
ing an increase under the classification of 
“Stoves and Furnaces,” in addition to oil 
and gasoline stoves, were: Heating stoves 
and warm-air furnaces, with a gain of 
$78,010: gas stoves, ranges and water 
heaters increased $207,589; and increases 
for parts of stoves and ranges amounted 
to $268,795. Exports of cooking stoves 
and ranges showed a loss of $65,269, while 
shipments of heating boilers and radiators 
declined from $716,814 in 1925 to $392,278 
in 1926, a drop of $324,536. 





The Interstate Commerce Commission 
in a recent decision found not justified 
the proposed increase in the minimum car- 





load weight on wrought iron pipe and 
seamless iron and steel tubing from and 
to points in Official Classification terri- 
tory. It was proposed by the railroads to 
increase the minimum carload weight from 
36,000 Ib. to 46,000 Ib. 





The Senate has confirmed the nomina- 
tion of Edgar Allen McCulloch, Demo- 
crat, as a member of the Federal Trade 
Commission, whose term as chief justice 
of the Supreme Court of Arkansas re- 
cently expired. The Senate probably will 
make a fight on the nomination of Abram 
F. Myers, Republican, of Iowa, who is 
serving on the Commission as a _ recess 
appointee. It is understood that the prin- 
cipal opposition to confirmation of Mr. 
Myers comes from Senator Walsh, Demo- 
crat, of Montana, who apparently does 
not like the attitude taken by Mr. Myers 
when associated with the Department of 
Justice toward an anti-trust case. It is 
believed, however, that Mr. Myers will be 
confirmed inasmuch as his name has been 
favorably reported by the Senate Com- 
mittee on Interstate and Foreign Com- 
merce. The Senate has not as yet acted 
on the nomination of Lincoln Dixon, 
Democrat, Indiana, to be a member of 
the Tariff Commission, to succeed H. H. 
Glassie. 





January wholesale prices of standard 
plumbing fixtures for a six-room house, 
as collected by the Department of Com- 
merce from reports of 12 representative 
manufacturers and wholesalers, were 
$105.46 as compared with $105.74 in De- 
cember, $109.79 in January, 1926, and 
$67.58 in 1913. 





In a report just made to Congress, 
the Shipping Board has suggested some 
form of Federal aid as the only means 
of maintaining an American merchant 
marine. The recommendation is not at 
all startling. As a matter of fact, 
it was obvious. But effort after effort 
has been made to get Congress to pro- 
vide a subsidy, either in the guise of 
a “subvention” or some other sugar- 
coated legislative pill. And each effort 
has failed. There is reason to think 
that the next effort will. The Ameri- 
can people, including manufacturers 
precisely as much as the rural popula- 
tion, fail to comprehend the absolute 
necessity of an American merchant ma- 
rine. It can be said that no country 
has ever become as important in for- 
eign markets without its own merchant 
marine as it would with one. The same 
is true of the United States. As big 
as the American export trade is, it 
should be vastly larger, and an aid to 
it would be a merchant marine. 
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Spring Lines Moving Freely— 
Lull Continues in Current 
Business—Prices Steady 


URRENT hardware business in general continues to be quiet, 

according to reports from the various market centers. An 

increasing demand for spring lines is noted in all sections, with re- 
tailers buying confidently for future deliveries. 

The decline in current business in most districts is due to the 
fact that dealers brought up their stocks with fill-in orders following 
completion of inventories. The present lull, however, is expected 
to be but temporary and factors in the trade are very optimistic in 
predicting a more active demand for staple lines within the next 


few weeks. 


Spring goods of all kinds are moving freely, jobbers’ salesmen 
reporting larger and more frequent orders. 

No price changes of any importance have been announced dur- 
ing the past week. Credits and collections are reported as generally 


good and improving. 


ee te 


Sales of Retail Stores Show 1 
Per Cent Gain in January 


Sales in January of 539 department and 
other retail stores which made preliminary 
reports to the Federal Reserve System 
were 1 per cent larger than in January, 
1926. 

Sales increased in seven Federal Reserve 
districts and declined in five districts. 
With the exception of the Philadelphia 
district, where sales were 4.4 per cent 
smaller than in January, 1926, sales were 
larger in all the Eastern districts and in 
the Chicago and San Francisco districts. 
They were smaller in Richmond, St. Louis, 
Minneapolis and Dallas districts, and prac- 
tically unchanged in the Atlanta district. 
Of the 539 stores reporting, 261 showed 
increases and 277 reported declines. In 
the New York district 20 stores reported 
increases, while 32 reported decreases, the 
percentage of increase being 2.4 per cent. 

Sales of two leading mail-order houses 
were 7 per cent smaller in January, 1927, 
than in the corresponding month of 1926, 
while sales of five reporting five and ten 
cent chain stores were 4.3 per cent larger 
than a year ago. 


(,ood Season Predicted in 
Northwest Territory 


With conventions in full swing, dealers 
are turning their attention toward this 
activity and toward contracting for their 
spring stocks. Trade is showing some im- 
provement, with collections slightly better. 





All indications, especially in the larger 
trade centers, point to a very good year. 
With the plentiful moisture in the north- 
ern part at least of this district, good 
crops are a possibility, and that means 
good business. 


Drop in Price of Lock Sets 
Noted in Chicago Districts 


Chicago distributors of nails and wire 
products are granting some price conces- 
sions on large orders, although on smaller 
quantities the quoted prices are being well 
maintained. The jobbers also announce 
another substantial drop on lock sets. 
Outside of these two items, prices in gen- 
eral seem to be taking on a somewhat 
firmer tone. 


Ignition Batteries Advanced 
in Boston Market 


Ignitor batteries have been advanced 
4c. each, but are now sold on a delivered 
basis. Large connecting links as well as 
Stanley butts, garage sets and _ holders 
have been advanced moderately, while fly- 
paper is 50c. a case higher and ribbon 
20c. One style of radio battery has been 
dropped 50c., and low priced clippers $1 
a dozen. Cempetition lock sets are down 
50c. per set and flashlight unit cell No. 
950 down 2c. Next season’s prices on the 
Flexible Flier line of sleds remain un- 
changed. 











TD 


Decrease in January Building 
Permits 


Expenditures for new building permit- 
ted for in January, as reported to Brad- 
street's, showed the usual seasonal decline 
from December, and the tenth consecutive 
monthly decrease from the corresponding 
period of the previous year. The total 
value of new permits issued at 159 cities 
of the United States was $196,872,815, a 
decrease of 28.8 per cent from the total 
of $258,535,928 recorded in the previous 
month, and of 13.6 per cent from the 
$228,032,602 permitted for at the identical 
cities in Janaury, 1926, which was the 
highest total ever recorded in the first 
month of the year. 

All graups of cities showed declines 
from December, the heaviest percentage 
loss being in the New England group, 
which fell off 40.7 per cent. The Central 
Western and Northwestern groups ex- 
hibited gains of 7.1 per cent and 61.8 per 
cent, respectively, over January a year ago, 
but all other groups declined. 

New York City’s total was $72,558,169, 
a decrease of 26.3 per cent from Decem- 
ber and of 9.9 per cent from January, 1925. 
At 158 cities outside of New York, the 
aggregate was $124,314,646, a loss of 22.3 
per cent from the previous month, and of 
15.6 per cent from a year ago. 


Exports of Hardware 
Gained in 1926 


Expérts of hardware, comprising pad- 
locks, door locks and lock sets, cabinet 
and other locks, hinges and butts, other 
builders’ hardware, furniture hardware, 
saddlery and harness hardware, car and 
marine hardware, .brass and bronze and 
“other hardware” were valued at $9,639,- 
782 in 1926, a gain of $46,661 over the 
previous years, according to the Hard- 
ware Section, Iron and Steel Division, 
Department of Commerce. This gain was 
caused by increases in shipments of cabi- 
net and other locks, other builders’ hard- 
ware, furniture hardware, hardware of 
brass and bronze, while items coming un- 
der the miscellaneous group of “other 
hardware” rose from $3,472,902 to $3,762,- 
419, a gain of $290,327. This was the 
largest increase registered among the 
above groups. Decreases occurred in the 
exports of padlocks, car and marine hard- 
ware, door locks and lock sets, hinges and 
butts, and saddlery and harness hardware. 
Exports of padlocks fell off to a greater 
extent than any other group, this loss 
amounting to $161,442. 
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Northwest Dealers Commence Buying 
for Spring Stocks— Collections Improve 


(Minneapolis office of HARDWARE AGE) 


OBBERS are finding that the dealers are beginning to make 
their purchases for spring stocks more freely than during the 
last month. Hardware conventions in the Northwest tributary 

to the Twin Cities are under way, and dealers are showing con- 
siderable interest in the lines shown in the exhibits in connection 


with the conventions. 


It is still too early to predict just 
how heavy spring business will be, 
but from many signs business in gen- 
eral will be much improved over that 
of last year. At present, in the north- 
ern part of this district especially, the 
snow is still making easy travel im- 
possible, with the exception of the 
main highways, which have been kept 
passable only by dint of continuous 
work. 

Collections, it is reported, are show- 
ing some improvement. 

Prices are steady, with but few 
changes showing at the present time. 
In the next report from this district 
there will appear prices on many items 
of particular interest for spring stocks. 


AXES.—Demand is steady, with stock 


well filled. Prices show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Single bit base 
weight axes at $16 per dozen and 
double bit base weight at $21.50; 
Plumb’s Dreadnaught unhandled sin- 
gle bit, $14.50; double bit, $19.50; 
handled, single bit, $19.50; double bit, 
$24.25 doz. net. 


AUTOMOBILE TIRES.—Retail demand 
shows some signs of improvement, with 
ample stocks from which to draw. Deal- 
ers are beginning to order for spring 
delivery. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Mansfield tires, 30 
x 3% Liberty Cord, $3.60; heavy duty 
oversize, $8.75; 32 x 4 Liberty cord, 
$11.15; heavy duty oversize, $14.50; 
balloon tires, 29 x 4.40, $9.65; 30 x 
5.25, $15.95; heavy duty, 32 x 6.20 

75; tan tubes, 30 x 3%, $1.70; 

x 4, $2.60; .25: balloon 

tire tubes, , 27 x 4.40, $1.90; 29 x 

4.40, $2.95; 30 x 5.25, $2.70; 32 x 6, 

$3. 20: 32 x 6.20, $3. 70 each, net. 
BUILDING PAPER.—Demand is begin- 
ning to show for building paper and 
roofing materials. Stocks are not heavy 
and prices are firm. 

We quote from jobbers’ 
f.o.b. Twin Cities: 
at $3.30 cwt., 
cwt., net. 

CHAIN.—Call for chain is fairly good, 
with stocks well filled. Prices have not 
changed. 


We quote from jobbers’ 
f.o.b. Twin Cities: 
14, $13 “a 3 
$10.15 . -in. 
$8.90; 
net 

EAVES TROUGH CONDUCTOR PIPE 
AND ELBOWS.—Sales are slow in a 
retail way, but dealers are beginning 
to fill in their stocks for spring demand. 
Prices show no changes. 


stocks, 
Red rosin paper 
and tarred felt at $3.15 


stocks, 
Log chains, 4 x 
x 14, $10.90: % x 14, 
proof coil, $12; %-in., 
“tine $8.30; 5g-in., $9.85 cwt., 











We quote from jobbers’ stocks, 
f.o.b. Twin Cities: 28 ga., slip joint, 
single bead, 5-in. eaves trough, $5. 50 
per 100 ft.; 28 ga., 3-in., conductor 
pipe, $5.40 per 100 ft., and 3-in., con- 
ductor elbows, $1.73 per doz., net. 

FIELD FENCE.—Dealers are making 
up their orders for spring delivery in 
this line. Stocks are in good condition, 
with prices unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: 10 ga. top and 
bottom, 13 ga. intermediate, 
fencing at $30.04 per 100 rods. 

FILES.—Sales are showing some im- 
provement, with demand coming from 
shops and garages. Carpenter demand 
has not yet started. Stocks are still 
rather light, with prices unchanged. 


We quote from jobbers’ _ stocks, 
f.o.b. Twin Cities: Best grade files 
at 50 per cent and second grade files 
at 60 per cent from lists. 


GALVANIZED WARE.—Demand is 
fair, with stocks ample to meet the 
present call. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard No. 1 
ong — tubs at $7. 25; No. 2, $8.00; 


.25; heavy tubs, No. lI, 
$12.60; No. 2, $13.80; No. 3, $15; 
$2.55; 12-qt., 


Standard 10- -qt. pails, 

$2.90; 14-qt., $3.25; stock pails, 16- 

qt., $5, and 18-qt., $5.50 per doz. net. 
GLASS AND PUTTY.—Call is rather 
light at the present time. Spring or- 
ders from dealers are showing that 


they anticipate quite good sales. Prices 
show no changes. ' 
We quote from jobbers’ stocks, 


f.o.b. Twin Cities: 
single strength glass, 87 per cent; 
double strength, 88 per cent, and 
strictly pure putty in 50 lb. drums at 
$4.85 cwt., net. 
HAMMERS AND HATCHETS.—Small 
tools are still not very much in de- 
mand, awaiting the opening of the 
building season. Stocks are being filled 


Minnesota prices, 


in preparation for that time. Prices 
show no changes. 
We quote from jobbers’ stocks, 


f.o.b. Twin Cities: Maydole, No. 11% 
nai] hammers, $12.60; Plum No. FH- 
81, $12. Riverside, No. 611%, $12; 
Plumb Broad, No. 2 hatchet, $16. 40 
No. 2 shingling, $12.50; No. 2 claw, 
$13.75 per doz. net. 


LAMPS AND LANTERNS.—Sales are 


holding up well in this line, with stocks 


ample for present needs. Prices are 
firm as last quoted. 
We quote from jobbers’ _ stocks, 
f.o.b. Twin Cities: Long or _ short 
globe algae 97 lanterns, No. 2, $13 
Oz. 327 Coleman lanterns, 
$5.25 ; No: L427, $6; No. C329 lamps, 
$6.25: No. C318, $7: No. C317, $7.40 


each. net. 





NAILS.—Dealers are just beginning to 
consider their needs for the opening 
of the building season. Stocks are still 
light with them. Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard wire 
nails, and cement coated wire nails 
in 100-lb. kegs at $3.25 per keg, base. 


OIL HEATERS.—Call for oil heaters 
is beginning to be felt, and dealers 
are ordering for spring consumption. 
Prices show no changes from last 
quotation. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Nesco Perfect 
oil heaters, 
$7. 50: No. 


1.25: No. 608, $13.75 each, with dis- 
count in quantities less than ten, 30 
per cent; ten or more, 30-5 per cent. 


OIL STOVES.—Sales are still light, 
but with excellent prospects for Spring 


business. Prices are firm as last 
quoted. 
We quote from jobbers’ stocks, 

f.o.b. Twin Cities: 

NESCO— 
eT ar -$ 9.50 
 —_— fF Fl BR Seat 17.50 
a) Se a re os cons oteee 22.00 
a: 2 ee PD «<< 6 eceeeeeeed 28.00 
TT OD ee 39.50 
No. 1102 high shelf only ....... 5.25 
No. 1103 high shelf only ....... 6.50 
No. 1104 high shelf only ....... 8.00 
No. 1105 high shelf only ....... .75 


With vitreous enameled stove tops 
and splash backs: 
No. 233 3 burners 
No. 244 4 burners 44.50 

Nesco dealers’ discount, lots of less 
than 10, 30 per cent, lots of 10 or 
more, 30-5 per cent. 


Oil Ranges 


Nesco Rolo, 5 burners and oven, $90. 
Dealers’ discount, 30 and 5 per cent. 


Wicks, Ete. 


Rockweave wicks, 25c. each. 

Perfection and Puritan, $4 per doz. 
and $48 per gross. 

Discounts same as on oil 
stoves, ovens and heaters. 


PAINTS AND WHITE LEAD.—Inte- 
rior materials still hold the attention 
of the consumer. Spring stocks of 
paints and finishing materials are be- 
ginning to move out to the dealers. 
Prices are firm as last quoted: 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: First grade house 
paint at $2.80 per gal., in 1 gal. cans, 
and white lead in 100 lb. containers 
at $12.64 cwt., net. 


PUMPS.—Call for pumps in a retail 
way is still very light. Prospects are 
for very good business in water sup- 
plies for this year, and jobbers are 
stocked accordingly. There has been 
no change in prices. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Deming, No. 440, 
plain spout windmill force pumps, 

6-in. stroke, $6.85; adjustable stroke, 
$7. 50; No. 495 underground discharge 
windmill force, ite. stroke, 
$14.35; No. 415, $14.65; N hand 


lift, 6-in. stroke, $4.25; No. 182 hand 
lift. 6§-in. stroke, 6-ft.., set length, 


*osee ev eeaeeen ee eee 


cook 


$5.25 each, net. 


(Continued on page 52) 
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Manager of Sales for 
Hanover Wire Cloth Co. 


+ 
tae tee ee 


o> 4-+ 4+ 


jobber cannot supply you, write us and 
give you the name of one who wilL 


John M. Hart Company 


Sales Office 
Old Colony Building, 


Chieage, Hil. 


Distributed by Jobbers. 


oo 


~+ 


Apex Electro Zinc-Coated Wire Screen Cloth. Why? Because Apex 


From one end of this great country to the other, lead 


Dealers are guarding the health of their cus 
stands the ravages of rust and 
wear, 

General 


February 17, 1927 
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Spring Merchandise Moving Well— 


Chicago Prices Take Firmer Tone 


(Chicago office of HARDWARE AGE) 


HE hardware market in the Chicago area continues to im- 


prove gradually in tone. 


Spring merchandise is now moving 


in a very satisfactory volume and, in addition, there is a steady 


number of fill-in orders. 


Buying, however, is largely restricted to 


the requirements of the near future with little tendency on the part 
of the dealers to buy heavily for far ahead. 
Prices are steadily becoming firmer, although actual advances are 


limited to a slight advance on dry cells in case lots. 


Opposed to 


this general firming up, jobbers announce another substantial drop 
in lock-set prices as a reflection of the continued price war between 


the manufacturers. 


Steel prices are showing a slight 
easing off, with concessions being made 
on large quantity purchases. This con- 
dition is being reflected in price con- 
cessions on large orders being granted 
by the distributors on nails and wire 
products, although on _ smaller lots 
prices are being well maintained. 

Collections are showing some slight 
improvement. 


AUTOMOBILE ACCESSORIES.— 
Sales are seasonably quiet and prices 
are unchanged. 


We quote 
f.o.b. Chicago: 

Spark Plugs.—Spitdorf, for Fords, 
50c. each; regular 58c. each; Cham- 
pion X, 45c. each; Champion Blne 
Box line, 53c. each; A. C., 53c. each; 
lots of 100, 50c.; A. C. Special Ford, 
36c. each. 

Spot Light.— Appleton, No. 3280, 
$6.50. 

Chains.—Non-skid, dozen pair lots, 
35 per cent discount. 


from jobbers’ stocks, 


Jacks.—National Standard, No. 21, 
$1.30 each. 
oo —Rose, 1% in. eylinder, 


$1.8 

Ties and Tubes.—30 x 3% oversize 
cord tires, $8.75 each: regular cord 
$6.60 each: gray inner tubes, 30 x 314, 


$1.30 each; red inner tubes, 30 x 31s, 
$1.50 each. 
AXES.—No price changes are antici- 
pated for the coming year. The de- 
mand is normal. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: 


First pot ms le 
bitted unhandled axes, 3 to 4 $14 
dozen base; double bitted, $19 ye 
base; good quality black unhandled 
axes, same weight, single bitted, $13 
dozen base; single bitted handled 
axes, $15.50 to $24 per dozen, accord- 
ing to quality and grade of handle; 
special unguaranteed handled axes, 
$12 per dozen base. 


BOLTS AND NUTS.—Prices are hold- 
ing firm and sales are satisfactory. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Carriage bolts, cut 
thread, 45-5 per cent discount; small 
carriage bolts, rolled thread, 50-5 per 
cent discount; machine bolts, cut 
thread, 50-5 per cent discount; small 
machine bolts, rolled thread, 50-10-5 
per cent discount; all stove bolts, 
75-5 per cent discount; lag screws, 
60 per cent discount. 


BUILDERS’ HARDWARE.—W hile 
hinge prices are stronger, another cut 
in lock-set prices is announced. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 3% x 3% steel butts, 
old copper and dull brass finish, $1.68 





per dozen pair; 4 x 4 steel butts, old 
copper and dull brass finish, $2.40 per 
pair; heavy steel bevel inside sets, 
$4.75 per dozen sets; steel bit-keyed 
front door sets, $1.30 per set; wrought 
brass bit-keyed front door sets, $2.50 
per set; cylinder front door sets, $6.00 
per set. 


CHAINS.—Prices are firm and a good 
steady demand is reported. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: % inch proof coil 
chains, $8.50 per 100 Ib. Henso Bull 
Dog and Brown coil chains, 50-10 pe 
cent discount. No. 00-4% electric 
welded cow ties, $2.75 per dozen. 


COPPER RIVETS AND BURRS.— 
Sales are increasingly active and 
' prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Copper rivets and 
burrs, 40-21% per cent discount. 


ELECTRICAL AND RADIO MER- 
-CHANDISE.—There is a slight ad- 





vance on dry cells in case lots. Sales 
_are somewhat quiet. 
stocks, 


. We quote from jobbers’ 
f.o.b. Chicago: 

Electrical 14 
rubber covered wire, $6.50 per 1000 
ft.; in 1000 ft. lots, .00; No. 18 
lamp cords, $14. ie ~g 1000 ft.; in 1000 
ft. lots, $13.65; brush brass key 
sockets, ‘elec. pH two-way plugs, 
45e. each; in lots of 10, 40c. each; 
dry cells, boxes of 50, 32%c. 
each; less than case lots, 36c. each. 

Radio Supplies.—Radio B B batteries. 
No. 766, $1.40 each; No. 7 
each; No. 770, $3. 33 each; No. 
$3.62 each; No. 486, $3.85 each. 

Battery Chargers.—Apco line, 
of less than 10, $13.50 each. 

Loud Speakers. — Western Electric 
No. 522 W, $2.50 list. Discount, 30 
per cent. 


FILES.—Prices .- are 
sales are normal. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: American files, 60-10 
per cent off list: Nicholson files, 
per cent off list; Black a files, 
40-10-5 per cent off lis 


GALVANIZED WARE.—Regardless of 
the manufacturers’ concerted holding 
for higher prices, jobbers continue to 
make attractive specials on various 
items. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Standard galvanized 
after-made tubs, _ : : o. 2, 
$6.85; No. 3, $8; qt. elven 
after-made pails, $2. "125 12 q $2.33; 
14 qt., $2.60. One gallon, all yt 


Merchandise. — No. 


lots 


unchanged and 








ized oil eans, $2.35 doz.; 2 gal., $4 


Reading matter continued on page 52 





doz.; 3 gal., $6 doz.; 5 gal., $6.75 doz., 

1 bu. galvanized baskets, $6.20 doz.; 

No. 26% bu. bailed galvanized meas- 
ures, $4.50 doz. 


GLASS AND PUTTY.—The demand is 
seasonably quiet and prices are un- 
changed. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Single strength A, 25- 
in. bracket, 86 per cent discount; sin- 
gle strength A, 34 to 40-in. bracket, 
85 per cent discount; single strength 
A, all other brackets, 85 per cent 
discount; double strength A, all sizes, 
86 per cent discount; single strength 
B up to 25 in., 87 per cent discount; 
34 to 40 in., 86 per cent and balance 
86 per cent; double strength B up to 
54 in., 87 per cent discount; balance 
87 per cent. Putty, pure grade, $3.75 
per 100 lb.; commercial, $3.40 per 100 


HANDLED HAMMERS AND HATCH- 
ETS.—The market is very firm, with 
little prospect of any price changes. 
The demand is increasingly good. 


HAMMERS— 


We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality, 16 oz. 
a. ge $12 a dozen; Maydole, 
$12.60 a dozen; 16 oz machinists’ 
nell first quality, $9.20 dozen; 
competitive grade, 16 oz., nail ham- 
mers, $6 to $8. 


HATCHETS— 


We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality hatchets, 
No. 2 shingling, $12.50 doz.; first 
quality hatchets, No. broad, $16.40 
doz.; medium quality hatchets, No. 2 
shingling, $8 doz.; medium quality 
hatchets, No. 2 broad, $12.50 Z. 


HANDLES, AGRICULTURE.—Prices 
are firm and the demand is satisfac- 


tory. 
We quote from jobbers’ stocks, 
f.o.b. Chicago 
Hay Perk. Handles. — Straight- 


chucked and bored, best grade, 4% 


ft., $4.95 doz.; 5 ft., $6 doz.; XX, 4% 

foe $4.95 doz.; t., $5.30 doz.; X, 4% 
$2.65 doz.; 5 ft., $3.10 doz. 

“feaee Fork Handies.—Bent- chucked 


and bored, best grade with strap, 
ferrule and cap, 4% ft., $8.25 dozen; 
5 ft., $9.35 doz.; XX bent, with strap. 
ferrule and cap, 4 ft., $6 doz.: 4% ft., 
$6.25 doz.; X bent, 41% ft., $4. 85 
doz.: 5 ft., $6.25 doz.;: X bent, 4% a 
$3.25 doz.; 5 ft., $3.75 doz. 

Manure Fork Handles.—Bent, best 
$5.25 doz.: 4% ft., $5.60 
bent, 4 ft., $4.55 doz.: 4% 
$4.80 Pa, gaa ‘4 ft., $2.85 doz.; 
414 ft., $3.2 

Gar den ~ lg sient, —XX 4% ft., 
$3.80 doz.; X 4% ft., $2.65 doz. 

Garden Rake Handles. —XX, 5% ft., 
$3.80 doz.; X, 4% ft., $2.65 doz 

Garden Rake Handles, —XX, 6 1% c.. 
$5.60 doz.; X, 5% $3.55 doz. 

‘Handles. “Reguiar pattern, 
. 4% ft., $6.50 doz.: X, 4% ft.. 
$4.30 doz.; D handle, — ee $8. 15 
doz.;: X grade, $6. 60 d 

Sp ade Handles.—D p 
availa. $8.60 doz.; grade $6.60 doz. 


HANDLES, TOOL.—The general price 
tendency is upward, although there is 
no actual advance. 


best 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 
Axe Handies.—No. 1 hickory, $4 


, $3 doz.:; second growth 
; finest selected sec- 


90c. doz.: 


No. finest second grow th 
a By $1.80 doz. 
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NO MORE ENDLESS TURNING 
Rapid Action — Saves Time / 












Perfect alignment 


No parts to break or wear 


OU can slide the moving jaw 
back and forth full length of 
the guide rod without turning. 
Anyone who works witha vise can 
see what a great time-saver this is. 


When the vise is shut tight, a 
slight reverse movement of the 
handle disengages the two-piece, 
cam-operated nut. Pressure is 
instantly released; readjustment to 


SLIDES Back 
AND FORTH 


accommodate articles of any size 
quickly made. A simple quarter 
turn of the handle re-engages the 
nut, locks the jaw firmly and 
rigidly in place. 


This is a patented vise, originated 
and developed by R-W engineers, 
the same men who designed the 
largest and most complete line of 
hardware specialties in America. 


R-W Rapid Acting Vise 


Send for the R-W Catalog, every- 
thing illustrated and fully described. 








AURORA, ILLINOIS, U.S.A. 
New York Boston Philadelphia Cleveland Cincinnati Indianapolis St.Louis New Orleans 
Chicago nneapolis KansasCity Los Angeles SanFrancisco Omaha Seattle Detroit. 


Montreal - RICHARDS-WILCOX CANADIAN CO.,LTD., LONDON, ONT. - 


Largest and most complete line of door hardware made 


Winnipeg 


(95°) 











52 


HINGES.—Jobbers’ prices are un- 
changed and the demand is showing 
some improvement. 


We quote from jobbers’ stocks, 
f.0.b. Chicago: Heavy strap hinges 
in bundles, 4-in., 80c.; 5-in., 6- 


90c. 
in., $1.00; 8- -in., $1.70: 10- in., "$3.60° per 
dozen pairs; extra heavy T hinges, 


in bundles, 4-in., si. .20; 5-in., $1.24; 
6-in., $1.26: 8-in., $2.10; 10- in. -» $3. 10 
per doz. 


ICE CREAM FREEZERS.—tThere is a 
steady improvement in sales as the 
spring season approaches. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: White Mountain, 1 
qt., $4.80 list; 2 qt., $5.60 list; 3 at., 
$6. 75 list; 4 qt., $8.25 list; qt., 
$10.45 list; 8 qt., $13.40 list; 10 qt., 
17.90 list; 12 qt., $21.50 list: 15 qt., 
25.60 list; 20 qt., $33.20 vo 25 qt., 
$42.60 list; Arctic, / eat. $4 2 at., 
$4.60 list; fen $5.4 5 list; Me ~% 6.80 
list; 6 qt., 8.60 list; 8 at., $1 10 list. 
All the above less 50 per cent dis- 
count. Alask a, 1 qt., $2.95 y 2 at., 
$3.45 list; 3 , $4. 10 list; 4 at., $5 
list; 6 qt., $8.20 list: 
10 qt., 10. 5 dist 12 qat., $14 list; 15 
qt., $17 list: 20 qt., $21. 50 list. A dis- 
count of 20 an aT per cent on all 
above prices. Acme, 2 qt., galv., " 
doz.; 2 qt., enamel, $10 per doz.;: 
qt., enamel, $18 per doz. Above i 
are net. 


LANTERNS.—tThe selling season is 


practically over. Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Dietz D-Lite, $13 doz.: 
with large fount, a doz.: Little 
Wizard, $8.50 doz.; Blizzard, $13 doz. 


NAILS.—There is a fairly active de- 


HARDWARE AGE 


mand and prices are without change. 


We eete from jobbers’ stocks, 
f.o.b. — cago: 

Common wire and cement-coated 
unite.* $3. 05 per keg base. 


PAINTS AND OILS.—There is no 
change in prices and sales are satis- 
factory. 


We mnete from jobbers’ 
f.o.b. Chicago: 

Linseed Oil.—Raw, barrel lots, 9lc. 
per gal.; 5 barrel lots, 88c. per gal. 

Linseed Oil.— Boiled, barrel lots, 
a 5 per gal.; 5 barrel lots, 9lc. per 
gal. 

Turpentine.—Drum lots, 98c. 

Denatured Aicohol. — Barrel lots, 
42c. per gal.; steel drums extra, $6 
returnable. 

White Lead.—500-Ib. lots, $13.73 per 
100 lb., net; 100-lb. lots, $14: 50-Ib. 
a $7.25 255 $5-Ib. lots, $3.65; 121% - lb. 
oO s, 


Shellac. ay -lb. ry white $2.60 
per gal.; orange, $2.30 per gal. 
English Venetian Red.—In barrels, 
$3.50 to $6.75 per 100 Ib. 
_ OF Paste.—Barrel lots, 7%c. per 


stocks, 


PYREX WARE.—Sales good for this 
season. A great many dealers have 
had splendid success with special sales 
featuring the new special pie plate. 


We quote from jobbers’ stocks, 
f.o.b. Chicago 4 
Bread le 212, $7.20 doz.; 

No. 214, $12 doz 
New Boehner Casseroles.—Round, 


No. 622, $12 doz.;: No. 623, 4 doz.; 
Oval, No. 632, $12 doz.; No. 633, $ 
doz. Shallow Oval, No. 642, $12 doz.; 








No. 643, $14 doz. 
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Pie » ages. eo 208, $6 per doz.; 


No. 209, $7.20 
Tea Pots.—2 — $21 doz.; 4 cup, 
$24 doz.; 6 cup, $28 doz 


Utility oo —No. $31, $8 doz.; No. 


232, $14 doz 
ROLLER SK ATES.—Dealers are or- 
dering out their roller skates, as the 
demand is heavy with the first bright 
sunny days. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Union boys’, $1.40 pair; 
Union girls’, $1.50 pair; Chicago boys’, 
$1.30 pair; Chicago girls’, $1.40 pair; 
rubber-tired skates, boys’, $2.65 pair; 
rubber-tired skates, girls’, $2.75 pair. 


ROPE.—Prices are unchanged and 
sales are showing a steady increase. 


We quote from jobbers’ stocks, 
f.o.b. Chicago; No. 1 manila, stand- 
ard brands, 23c. to 26c. per lb.; No. 
2 manila, 22c. per Ib.; No. 1 ‘sisal, 
15%éc. to 17c. per lb.; No. 2 sisal, 
14%c. to 16¢. per Ib. 


SASH CORD.—tThere is a decided im- 
provement in the volume of orders 
received. Prices are firm. 


Weequote from jobbers’ stocks, 
f.o.b. Chicago: No. 7 7 brands, 
$7.40 per doz. hanks; No. 8, $8.45 doz. 
hanks. 

SASH PULLEYS.—Sales are some- 
what slow, but are showing a little 
betterment. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Common sash pulleys, 


50c. doz.; barrels, 54c. doz.; Common- 
sense, 9" in., 60c. doz.; barrels, 54c. 
y mde No. 10, 46c. doz.; barrels, 42c. 
OZ. 





Twin Cities Market—(Continued ) 


ROPE.—tThere is little activity in rope 
stocks at present. Prices show no 
changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade manila 
rope at 25c. Ib., base, and best grade 
sisal rope at 18c. lb. base. 


SANDPAPER.—Stocks are well filled, 
with but little change in the demand 


so far. Prices are steady and firm. 


We quote from jobbers’ _ stocks, 
f.o.b. Twin Cities: Best grade No. 1 
sandpaper at $5.10 per ream; second 
grade No. 1, 4.70 per ream, and gar- 
net No. 1, $16.75 per ream. 


SCREWS.—Call is fair, with stocks 
wellassorted. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Flat head bright 
wood screws at 80-20-5 per cent; flat 
head, japanned, 72%- 10 per cent ; 
round head blued, 77%-10 per cent; 
flat head, brass, 77%-10 per cent: 
round head, brass. 75-10 per cent 
from lists. 


SIDEWALK SCRAPERS.—Sales § still 
are fairly good, with stocks being 
closed down. Prices show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Kohler’s sidewalk 
scrapers, $5.00 doz. net. 


SKATES.—Sales are showing a taper- 
ing off for the end of the season. 
Many of the dealers have run special 


sales, to clean up their stocks. Job- 
bers’ prices show no changes. 
We quote from jobbers’ stocks, 


f.o.b. Twin Cities: Nestor Johnson 
North Star aluminum finish skates at 





(Continued from page 48) 


5; nickel plated at $8.25; a 
624, 84c.; 524%, $1.31; i, 
- No. 7, $1.62; No. 5624, "31. 12; 
No. 5624%, ‘$1. 40: No. 524%4L, $1.57; 
No. 424144L, $2.00 per pair. 

Roller Skates.—~Union Hardware 


Co. line. No. 2, 70c. per pair; No. 3, 
75c.; No. 10, $1.05; No. 6, $1.55; 
No. 38%, $1.50; No. 


Winslow line, 
60. 


’ 


SOLDER.—Sales are still light, with 
ample stocks on hand. The price is 
half a cent lower than last week. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Warranted half 
and half solder at 43c., and strictly 
half and half solder at 42c. lb., net. 


STEEL GAME TRAPS.—Demand 
shows a falling off as the end of the 
trapping season approaches. Stocks 
are being graded down, and prices are 


unchanged. 
We quote from jobbers’ stocks, 
. Twin se Victor traps, No. 

y $1.38; No. 1%, $2.44; 
; gre jump, No. 0, 
5 7 ‘No. 1, $1.83; No. 1%, $2.81 per 
doz. net. 

Giobe “Two Trigger’ traps, $5; 
Single Grip No. 1, $1.88; No. 2, $3.35; 
No. 3, $5.50; No. 4, $6. 70 doz. net. 
f.o.b. factory, with freight allowed in 
barrel lots. 


STEEL SHEETS.—tThere is slightly 
more interest in sheets than at the first 
of the year. Stocks are still low with 
dealers. Prices show no changes. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Galvanized steel 
sheets at $5.15 cwt., base (24 ga.) 


and black steel sheets, $4.30 cwt., 
base (24 ga.). 
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TIN.—Demand is fair, with ample 
stocks ready for delivery. Prices have 
not changed. 


We quote from jobbers’ 
f.o.b. Twin Cities: Furnace coke, 
ICL, 20 x 28 tin at $14.50 per box and 
Ic, 20 x 28, 8 lb. coating, roofing tin 
at $15.75 per box, net. 


WEATHER STRIP.—Call for weather 
strip is diminishing with the approach 
of Spring. Stocks are being cleaned up 


stocks, 


for the end of the season. Prices are 
unchanged. 
We quote from jobbers’ stocks, 


Twin Cities: Wood and felt, 5G 
$1.85; 1 in., $2. 60; 
$4.85, ‘and Bosley’ s,° 


f.o.b. 
in., 


$1.25 per 100 ft. 


WIRE.—Demand is slightly better, 
with stocks ample for present mene. 
Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Painted cattle wire 
at $3.01 per 80-rod spool; painted hog 
wire at $3.22 per 80-rod spool; galva- 
nized cattle wire at $3.21 per 80-rod 
spool; galvanized hog wire at $3.43 
per 80-rod spool; smooth black wire 
No. 9, $3.25 cwt., and galvanized 
smooth wire No. 9, $3.70 cwt. 


WRENCHES.—Call for wrenches is 
beginning to improve, although the 
real demand from shops and factories 
for spring has not yet started. Prices 
have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Agricultural 
wrenches, 60-10 per cent; Coes 
wrenches, 45 per cent, engineers’ 
wrenches, 50-10 per cent, and Trimo 
pipe wrenches, 65 per cent from list. 
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The Ideal VECTO 
double-door Heater 
for small Homes. 
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The 1927 
VECTO Profit Plan will sell VECTO for you 


The VECTO 1927 Sales Building Service will sell VECTO for you. 
VECTO window displays, illustrated letters, bill-board posters, leaflets — 
featuring you as the VECTO merchant in your community — will make 
1927 a record-breaking year for you. 


Many millions reading the advertisements in the family magazines, news- 
papers, farm journals, will help to make business for you in 1927. 


You can sell VECTO on our Easy Payment Plan—so that every one can 
now be your customer! 
Read this letter from an Ohio dealer:— 


“Please circularize for me the enclosed list of 164 prospects. It is less than 24 hours 
since lundertook the sale of VECTO Heaters but in that time I have 4 sales in sight.” 


(Later: The dealer made 15 sales of VECTO in two weeks, at a gross profit of over 

$400! He has arranged to turn his store and office over to his wife and spend the 

next two months canvassing his entire town himself). 
You can make additional profits too, if you will avail yourself of our 1927 Sales 
Building Service. 
Fill out the coupon below and mail it—today/ 
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AMERICAN RADIATOR (OMPANY 











Showrooms and sales offices: New York, 
oetos. provecencs, ay Haven, 
ewark, ilade ia, Baltimore, 

Washington, Ric mond, Buffalo, AMERICAN RADIATOR COMPANY 
a ee ML. | 1807 ELMWOOD AVENUE 

cinnati, Atlanta, Chicago, Milwaukee, 

Indianapolis, St. Louis, St. Paul, BUFFALO, N. Y. 
Minneapolis, Omaha, Kansas City, 
Denver, San Francisco, Los Angeles, 
Seattle, Toronto, London, Paris, 


| I would be pleased to have your salesman call, 
Milan, Brussels, Berlin. 








Makers of IDEAL Boilers, AMERICAN Neme 
Radiators, ARCO Hot Water Supply 

Heaters, VENTO Ventilating Heaters, 
Heat-Controlling Accessories and other = 4 dress 





products for drying, cooling and 
refrigeration. 
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Demand for Spring Lines Active 
in New York Wholesale Market— 
Current Business Lagging 


E lull in current business in the New York wholesale hardware 
market area, reported last week in this column still seems to be 
much in evidence, although the demand for spring lines is showing 


a steady increase, for future deliveries. 


Jobbers’ salesmen are com- 


ing through each day with more and more spring business, and 
Metropolitan wholesalers in general, predict a spring business of 


satisfying proportions. 


As reported a week ago, the fact that retailers brought up their 
stocks with fill-in orders, following completion of inventories, has 


been a vital factor in the present lull of current business. 


New 


York jobbers, however, are optimistic and look forward to a better 
demand for staple lines within the next few weeks. 
Collections and credits are reported as improving somewhat. 





Slight Decreases Are 
Reported for Linseed Oil 


Current prices to the trade on lin- 
seed oil are: Linseed oil, in lots of less 
than 5 bbl., 11.6c. per lb.; in lots of 
5 bbl. or more, 11.2c. per Ib., and 
Calcutta linseed oil in barrels remains 


at the old published figure of 15.7c. | 


per Ib. 

Boiled oil is 4/10c. extra per lb., 
while double boiled oil is 5/10c. extra 
per lb., and oil in half-barrel 
7/10c. per lb. additional. 


Linseed oil has been showing grad- | 


ual increases each week. Jan. 11 prices 
were a point higher than the previous 
week. On Jan. 14 prices jumped three 
points, and again on Jan. 20 another 
advance of one point was noted. Cur- 
rent prices show a drop of one point 
in lots of less than 5 bbl. 


Continued Activity 
Cloth—Prices Vary Slightly 


A continued increasing demand for 
wire cloth is reported by factors in the 


been adopted by jobbers in the metro- 








lots 





Ware area. 


politan area. These prices show a re- 
vision on flashlights and batteries as 
well. Dry cells No. 6, ignition type, 
advanced one-half cent. New prices 
quoted are effective until Jan. 31, 1927. 


JOBBERS’ QUOTATIONS RE. 
TAILERS, F.O.B. NEW YORK: 

Dry cells, No. 6 ignition mg with- 
in Metropolitan trade area, 30c., out- 
side, 32%c.; No. 7111, same type, 35c. 
each. 

B batteries, No. 767, $2.62 each; in 
units of 5, $2.44 each; No. 772 
(vertical type) $2.62 each; in units 

, $2.44 each: ape duty vertical 
type, No. 770, $3.40 each; in units of 
>. $3.17 each. 


Lawn Fence Continues Active 


Calls for lawn fence and ornamental 
gates for March and April delivery 
continue to increase, according to job- 
bers in the New York wholesale hard- 
Complete stocks are on 


hand and, as a whole, prices are uni- 


metropolitan wholesale hardware dis- | 


trict for 
April. Stocks are adequate and prices 
show a slight variation. 


JOBBERS'’ gag Mage a RE- 
TAILERS, F.0.B. NEW YORK 


Wire Cloth.—Black, 12 mesh, $1.80 
to $1.85 per 100 sq. ft.;: galvanized, 14 
mesh, $2.45 per 100 sq. ft.; copper, 
14 mesh, $4.80 to $4.90 per 100 sq. ft.; 


$5.30 per 100 sq. ft.; golden 
bronze, 14 mesh, $5.35 to $5.40 per 
100 sq. ft.; 16 mesh, $5.80 to $5.85 
per 100 sq. ft.: dark bronze, 14 mesh, 
$5.50 to $5.55 per 100 sq. ft.; 16 mesh, 
$5.95 to $6 per 100 sq. ft. 

Poultry Netting.—From store, 50 
and 5 off list of Sept. 19, 1926: from 
factory (f.0.b. Trenton) 574% off same 
list. 


16 mesh, 





New Prices on Batteries 
Show Some Revisions 


The new prices on dry cell batteries 
which went into effect on Feb. 1 have 


delivery during March and | 





. . | form. 
in Wire. 


JOBBERS’ a on Ratt, RE- 
TAILERS, F.O.B. NEW Y 


Fiower Bed hig in., $8.18 
per roll; 22 in., $9.66 per roll, (165 

) 

Lawn Fence.—Single, 36 in., bg 8&8 
per roll; 42 in., $13.37 per roll; 48 in., 
$14.85 per roll. (165 ft.) 

Lawn Fence.—Double, 36 in., py - 34 
per roll; 42 in., $17.82 per roll; 48 in., 
$20.80 per roll. (165 ft.) 

Ornamental Gates.— 

Single Opening Kach net 
36 in. 3 ft. $3.00 
42 in. = tt. 3.12 
48 in. 3 ft. 3.24 
36 in. 5% ft. 3.12 
42 in. 31% ft. 3.24 
48 in. 3% ft. 3.40 

Double 7 ning Each net 
36 in. 8 ft. 6.95 
42 in. 8 ft. 7.10 
48 in. 8 ft. 7.20 
36 in. 10 ft 8.15 
42 in. 10 ft. 8.30 
48 in. 10 ft. 8.40 





Light Demand for Bolts, 
Nuts, Ete. 


New York jobbers report a light de- 
mand for bolts, nuts, and staple items. 
Local wholesale stocks are considered 
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Prices are holding firm with 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 


Machine bolts, %x4 and smaller, 
40 and 10 per cent off list. Machine 
bolts, longer and thicker, 40 and 10 
per cent off list. 

Common carriage bolts, % x 6, and 
smaller, 40 off list; larger and longer, 
40 off list. 

Stove bolts, 80 off list 

Lag screws, 50 and an off list. 





Screw Prices Holding Firm 


in New York Area 


While local wholesale stocks of 
screws are considered ample, a very 
light demand is evident. Stocks are 
normal and prices are holding firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 


Discounts on wood screws: Iron 
Bright, Flat Head, 75 per cent; Iron 
Bright, Round and Oval Head, 72% 
er cent; Iron Blued, Round Head, 

21% per cent; Brass, Flat Head, 72% 
per cent; Brass, Round and Oval 
Head, 70 per cent. 

These discounts apply 
list of June 24, 1922. 

EX TRAS—20-10-10-10-5 per cent. 


to revised 





Wire Nails Are $3.35 


At press time a careful check finds 
wire nails selling at $3.35, base, per 
keg in the New York wholesale hard- 
ware market. Demand is moderately 
good and stocks are apparently ample. 





Weatherstrip Continues Ac- 


tive; New York Prices 
Uniform 


Weatherstrip continues to be one of 
the active seasonable lines which New 
York hardware jobbers are selling at 
the present time. This has been a par- 
ticularly good year for weatherstrip, 
with prices firm and stocks adequate. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Home Comfort, 500 ft. 
maroon, $48.50 per 1000 ft. 
$60 per 1000 ft. 

Nero weatherstrip, 500 ft. on reel, 
$36 per 1000 ft. 

Economy metal weatherstrip, 36 in. 
x 36 in. x 36 in. for windows, $27.36 
per case and $1.14 per carton. Same 
42 in. x 42 in. x 42 in., $31.68 per 
case and $1.32 per carton. Each car- 
ton contains sufficient equipment for 
one window. <A case contains 24 car- 
tons. 

Same for doors, 36 in. x 84 in., 
$28.30 per case and $1.20 per carton. 
Same, 42 in. x 84 in., $30.96 per case 
and $1.29 per carton. Each carton 
contains complete equipment for one 
door. A case contains 24 cartons. 


on reel, 
White, 





Rope Sales Continue Fairly 
Good—Prices are Holding 


Throughout the metropolitan terri- 
tory rope business continues fairly 
good. Prices were advanced one-half 
cent for the January-February period 
as was previously reported in this 
section. Manila rope, first grade, is 
quoted at 24%c.; second grade, at 
22%c.; and third grade at 20%c. 
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S Where A Forced 
,4 Landing Meant 
Death/ 









la Sagar on 


Coming | | yma eutenant Walter Hinton made his flight Featured 


alley of po pone secking the source 


of the Pastas Ww nthe, he had to stay in the air. 6 
.) oon Bo | my Bae y carencl od on impencmatte forest where 
be In Collier’s for March 12th 


= tools one mons ad tom 6 stripped ome Oe pees ie 
er to save gasoline t one wasa 
and the Saturday Even- 
ing Post for March 26th. 





File. Li mae nant Hinton says 













the weight saved sepresen 
But half a “NICHOLSON File was far more 


About N icholson Files. | useful tous than any other tool would have been. 


A Spectacular Sales Story | “We cut our NICHOLSON Fle in half for 


Ie could do a score of repair jobs in the air.” 


This striking proof of the usefulness of NICHOLSON 

' Files is equalled only by their convincing record 
doing everyday jobs in industry and the home. 

Lieutenant Hinton carried a 6” Flat 

pd pa anes File. Your hardware dealer 

i show you a duplicate, ae the 


‘| OL est of the NICHOLSON Lin 
Pa gh0lso, * NICHOLSON FILE CO. 


vam —a File for Every Purpose 









It Paid Lieutenant Hinton | 
To Carry One NICHOLSON File 


It will pay you to carry the complete line 


The only tool Lieutenant Hinton took our National Advertising is constantly 
on his aerial dash over a South American creating a demand for NICHOLSON 
jungle was part of a NICHOLSON File. Files both in industry and the home. 
But it paid its way many times over, for it 


“aaa h acular story shown in this 
could do a score of repair jobs in the air. The spect y 


advertisement will appear in Collier’s 
It will pay you to carry the complete for March 12th and the Saturday Even- 
NICHOLSON Line in your store, for ing Post for March 26th. 


NICHOLSON FILE COMPANY 
Providence, R.1!.,U.S.A. 
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Fk airly (,ood Movement Avainst Advance 


(Pittsburgh office of HARDWARE AGE) 


for this time of the year means that there is a fairly good 


| ARDWARE business is strictly of seasonal proportions, which 


movement against advance spring orders, but only a fill-in de- 


mand for items in common use at this season. 


Mild weather has 


stimulated interest in roller skates and a surprisingly large number 
of inquiries has been received, but this seems to be the only line that 
stands out in point of activity. Retail hardware business generally 
is slow and this fact has been reflected to some extent in jobbers’ 


collections. 


Prices do not change much. Following a reduction of 


$2 a ton in mill prices of wire products, except for woven wire fence, 
some further easing off in resale prices of nails is noted, but the mill 
decline otherwise is yet to be reflected. 


BATTERIES.—Jobbers here are very 
well satisfied with their sales of dry 
cell batteries. Radio programs this 
winter have been of high merit and the 
use of receiving sets is very general. 
Slight price revisions have been made 
in new lists recently issued, but job- 
bers still are quoting former prices. 
They quote: 


Brokcn Unit 
Packages Packages 

i TE i kvn ciedied bee $1.05 $0.97 
a Wh ttecskeneesemee 1.22 1.14 
Pn Se ccbevudenasewe 1.32 1.22 
 _ 2a 1.40 1.30 
> eae 2.62 2.44 
a Ue  cicteccemeumint 2.62 2.44 
a 2 ~6eeseuaeuns — * 3.00 
No. Hy 6604668 5656068 .42 .39 
Tk SEER »eseoneseocuta 35 


7711 
No. 6 dry cells, ignition type unit 
packages, 32c. each. 


Flashlight. — 935, 914c. om: No. 
950, 10%c.; No. 790, 22c.; 705 
21% c.; No. 750, 18c.; No. 751, 24c. 


Hot Shot.—No. 1461, $1.70; No. 1662, 
$2.35. 


BOLTS, NUTS AND RIVETS.—From 
the viewpoint of jobbers, the situation 
is without important change; demands 
are steady enough, but for small lots, 
while prices that have ruled for more 
than two years still are quoted. Man- 
ufacturers have in process a new price 
list, which embraces a new mode of 
quotations, but preliminary informa- 
tion indicates that it will bring about 
no great change in the average prices 
to the jobbers. 


We quote out of jobbers’ stocks as 
follows: 

Machine bolts, 
50 and 10 per cent off list; all sizes 
cut threads, 50 per cent off list; car- 
riage bolts, small rolled threads, 50 
per cent off list; all sizes cut threads, 
45 per cent off list; stove bolts, 75 
and 10 per cent off list; tire bolts, 40 
and 10 per cent off list ; nuts, ‘hot 
pressed + genoa seeped in 3- - boxes, 
¥% -in., 4 ty mS eM 4; %& in., 
$11; % in., $10; % in., $10; % in., $8; 
Th in., $7 50; rivets, small wagon and 
tinners, 60 per cent off list. 


FERTILIZERS.—The approach of 
spring is finding reflection in a fair 
movement of fertilizers against ad- 
vance orders. Jobbers quote: 


Old Gardener, 1-lb. cans, $2.05 ner 
doz.;: 5-Ib. Is, 45c. each; 10-Ib. 
buckets, 70c. each. 


small rolled threads, 











GARDEN TOOLS.—Very fair move- 
ment of garden rakes and spading 
forks is reported here. Jobbers quote 
bowed garden rakes, 14-tooth, $9 per 
dozen, and spading forks from $10.80 
to $21 per dozen. 


ICE CREAM FREEZERS.—Retailers 
are ordering out shipments with a fair 
degree of freedom. There is a larger 
demand from the rural districts than 
from city retailers, the latter feeling 
the competition of the corner drug 
store on ice cream sales. 


Jobbers’ quotations to _ retailers 
f.o.b. Pittsburgh: 
Alaska Freezers.—1 qt., $2.95 each; 


aor? $3.45 oa 3-qt., $4.10 each; 4- 

$5 each; 6- at., $6.30 each; 8-qat., 
os 20 each; 10-qt. $10. 75 each; 12-qt., 
$14 each; 15- -qt., $17 each, and 20- -qt., 
$21.50 each. These are list prices 
which are subject to a dealer's dis- 
count of 20 and 10 per cent. 

Alaska Gray Goose Freezers.—1-at., 
$3.25 each; 2-qt., $3.90 each; 3-at., 
$4.65 each; 4-qt., $5.70 each; 6-at., 
$7.25 each; 8-qt., $9.35 each; 10-qt., 
$12.50 each. These are list prices 
which are subject to a dealers” dis- 
count of 20 and 10 per cent. 

White Mountain Freezers. — 2-at., 


$5.60 each; 3-qt., $6.75 each; 4-qt., 
$8.25 each: 6-qt., $10.45 each; 8-at., 
$13.50 each, and 10-qt., $18 each. 


These are list prices and are subject 
to a dealers’ discount of 50 per cent. 
Blizzard.—i1-qt., $4.65 each; 2-at., 
-. 50; 3- a ba $6.50; ar $8; 6-at., $10; 
&-qt. 10-qt., subject ‘to a 
RY, of 55 8 and Tig per cent. 
Lightning. , $4.65 each; 2-qt., 


ject to a discount of 55 per cent. 

Auto- — Freezers. — No. 1, 
$3.33 net No. $4 net: No. 3, $5. 33 
net, and No. : $6.67 net. These net 
prices to dealers show a discount of 
33% per cent off list. 

Acme Freezers. — Bright galva- 
nized, tapered, 2-qt., $8 per doz.: 
same size, enameled galvanized, $10 
per doz.: 4-qt. size, enameled-galva- 
nized, $18 per doz.: and 1-qt. size, 
Junior enameled, $4.80 per doz. These 
are net prices to dealers. 

Arctic Freezers. —1-qt., $4; 2-qt., 
$4.60; 3-aqt., TK 4-qt., $6.80: 6-qt., 
= 60; 8-qt., 1.10; 10-qt., $14.80; 12- 

$16.65; 1 co $23.30. ese are 
fist prices. Jobbe rs quote dealers’ 
discount of 50 per cent off this list. 


PAINTING SUPPLIES. — Turpentine 
is selling here in barrel lots at 94c. per 
gallon, this presenting the unusual con- 


Reading matter continued on page 58 





Spring Orders in Pittsburgh Market 


dition of being cheaper than linseed oil 
which in barrel lots is priced at 95c. 
per gallon. Shipments against advance 
orders are pretty well completed and 
repeat orders now wait the advent of 
painting weather, which should arrive 
along about the last of next month. 
Current demand is small. 


Prices to retailers: Ready mixed 
—. best grades, $2.85 per gal- 
lower grades, $2.25; white lead, 
14 thc. per lb. in 100-lb. lots; 10 per 
cent less in lots of 500 lb. or more 
and extra 4 per cent less in lots of a 
ton or more; turpentine, 94c. per gal. 
in barrel lots; raw linseed oil, 12.6c. 
per lb. in barrel lots. 


POULTRY SUPPLIES. — Seasonably 
good business is reported in poultry- 
raising equipment. Jobbers quote: 


Incubators, No. 1, $26.25 each; No. 
2, Ne 15; No. 3, 40.43; No. 4, $47, 60; 
$74.90; No. 14 B $11 55: No. 16 

$1 19. 25; iT $35 73; brooders, 
ee No sg. A each: No. 21, 
$10.85; No. 22, 313.80. blue flame, No. 
80, $14; No. 81, $15.75; coal burning, 
io $15.05; No. 118, $18.55; No. 
POULTRY NETTING.— Fairly good 
movement of netting still is noted here. 
Jobbers quote galvanized netting in the 
ordinary lots at 50, 10 and 10 per cent 
off list before and 50 and 10 per cent 
off list after weaving, these discounts 


being subject to increase for large lots. 


PRU N ERS.—Pruners and pruning 
shears are doing well, jobbers report. 


They quote: 


Pruning shears, $20 to $24 per doz.; 
wood handled tree pruners, $1.30 to 
$2.40 each. 


ROLLER SKATES.—The youngsters 
have been able in the lack of snow to 
do much roller skating and this has led 
to demands upon retailers which have 
been quickly reflected back to the job- 
bers, who quote: 


Roller Skates.— Union Hardware 
Co. line, No. 2, 70c. per pair; No. 3, 
75c.; No. 10, 1.05; No. 6, $1.55; 
a” line, No. 3814, $1.50; No. 38, 


SHEET COPPER.—Weakness in the 
primary market is reflected in ware- 
house prices of sheet copper, which now 
is quoted at 21%c. per Ib. in lots of 300 
Ib. or more and 25%c. per Ib. for single 
sheets. 


SHEET STEEL.—A measure of stead- 
iness lately has developed in mill prices 
and warehouse prices are holding where 
they were recently. Ruling mill prices, 
f.o.b. Pittsburgh, are 2.85c., base, for 
black, 3.75c., base, for galvanized and 
2.20c., base, for blue annealed. 

Prices out of Pittsburgh jobbers’ 
stocks: Galvanized flat, No. age, 
4.85 base per 100 lb.; corrugated No. 

8 gage, 2% in., $4. 50 per L eenare: one 

a cold rolled black, N ge, 

4.10 base per 100 Ib. Ties faaet 


iron ——— flat, No. 24 gage 
$5. a Mn ye metal galvanized flat, 


No. $5.70; all for lots of one 
to #0 ‘= ndles. 























February 17, 1927 HARDWARE AGE 57 


he 


WUVOUNQAUENUENUOTROOOCASHOOATONCAOOOAQORATATOGTOCAUOGGEO YY) ADUUTAUUUOUUATOEUUOURTT ATTA 


A Leader of them ALL 


















Worth While Tools 


The PEXTO No. 30 Star Rivet, Box Joint, Side Cut- 
ting Plier sure is a leader. This is based on facts from 
our own sales records and from our investigations with 
the trade. 


The No. 30 Plier is drop forged from special analysis 
steel, properly hardened and tempered. They operate 
easily, hold firmly, cut accurately and the cutters remain 
true. The box joint gives perfect fit and alignment, 
positive action and long wearing qualities. 


Write us for further information on this plier and for 
catalog No. 26T covering our complete line of Me- 
chanics’ Hand Tools. 


The Peck, Stow & Wilcox Company 


SOUTHINGTON, CONN., U. S. A. 
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Spring Lines Active in Cincinnati 


District—Staple Goods Lagging 





(Cincinnati office of HARDWARE AGE) 


MPROVEMENT in the demand for spring items has been an 


encouraging trend in the local hardware jobbing trade. 


Many 


retailers are beginning to stock merchandise for the early spring 
season, while others are placing orders for forward delivery in fair- 


ly good volume. 


Up to Feb. 10 sales this year have been either 


equal to or better than those in the corresponding period in 1926. 
Many changes in prices still are noted. Reductions have been 
made on sash weights, inside sets, electric matches and several sizes 


of radio batteries. 


In addition, flashlight battery quotations have 


fluctuated considerably, some numbers having increased 10 per cent 


and others having dropped off 30 per cent. 


Manufacturers have 


advanced prices on screws, bolts and nuts, but an upward revision 
has not yet been attempted by Cincinnati jobbers. 

Staple commodities have sold moderately well and many winter 
products did not show up so favorably this year on account of the 


exceptionally mild weather experienced in this territory. 


tions have been fair. 


BUILDERS’ HA RDWAR E.—Those 
manufacturers specializing on contract 
work report that indications are favor- 
able for a normal amount of activity in 
the various fields, such as_ schools, 
apartment houses, etc., in which they 
concentrate their efforts. Sash weights 
have been reduced 5c. and inside sets 
have suffered a decline. Otherwise 
quotations are the same. 

We ae from Cincinnati jobbers’ 
stoc 

iinaee--Beney strap hinges, 5-in., 
95c. per doz. pair; heavy strap, 6-in 
$1 per doz. pair; heavy strap, 8-in., 
$1.70 per doz. pair; extra heavy Tee 
hinges, 5-in., $1.10 per doz. pair; 
extra heavy Tee, 6-in., $1.20 per doz. 
pair; extra heavy Tee, 8-in., $2.20 per 
doz. pair. 

Hasps.—Common hinges, 70 off: 
safety hasps, 3-in., 60c.; single, per 
doz., 4%-in., 80c.: 6-in., $1.40. 

Butts.—Steel, dull brass and an- 
tique copper, case lots, 3% x 3%, 
l4c. per pair net; 4 x 4, 20%c. Less 
a case lots, 3 x 3%, 15c.; 4 x 4, 
21e. 

Sash Weights.—Sash weights, $1.85. 

Inside Sets.—Square bevel inside 
sets in case lots, $4.10 per doz. 


FLASHLIGHT BATTERIES.—Consid- 
erable fluctuation in quotations has oc- 
curred. Some items show increases of 
10 per cent, whereas others have been 
reduced as much as 30 per cent. The 
new schedule is printed below. 


We quote from Cincinnati jobbers’ 

stocks: 
Each Each 

No. 2001.... 62 No. 2102.... 78c. 
No. 2101 §2¢ No. 3102....1.07 
No. 3101 91e. No. 2004.... 94c. 
No. 2003.... 78c. No. 2104.... 94c. 
No. 21093.... 78c. No. 3104....1.33 
No. 3103...$1.17 No. 3802....2.47 
No. 2201.... T8e No. 3205....2.14 
No. 3201....1.65 No. 3206....2.30 
No. 3202....1.82 No. 3401... .2.47 
No. 2002. 7&e. 


GALV ANIZED SPRINKLERS.—A few | 
orders for spring delivery now are be- 
ing placed by the retail trade. A pick- 
up in sales is expected soon. 

We quote from Cincinnati jobbers’ 
stocks: 4-qt. sprinkling pots, $5.50 
per doz.: 6-qt. sprinkling pots, $6 per 
doz. ; 8-at. sprinkling pots, $7.10 per 
doz.: 10-qt. sprinkling pots, $8 per 
doz.; 12-qt. sprinkling pots, $9.50 per 





Collec- 
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a er 





doz.; 
doz. 
HOSE ATTACHMENTS. — A slight 
betterment in sales is reported, but the 
bulk of the business is yet to be or- 
dered. 
We Bante for delivery in the spring 


16-qt. sprinkling pots, $11.75 per 


of 192 
Diamond nozzles, $3.60 a doz.; Pet 
nozzles, $4.90 a doz.; Gem nozzles, 


$5.50 a doz. 
ICE CREAM FREEZERS.—Local job- 
bers now are booking business for 
spring delivery on the basis quoted be- 
low. 
We quote from Cincinnati jobbers’ 


stocks: 

White Mountain.—1- qat., $2.43 each; 
2-qt., $2.83 each: 3-qt., $3.38 each; 
4-qt., $4.13 oom: 6-qt., $5.23 each; 
8-qt., $6.75 eac 
Arctic. —1- _ "$2 each; 2-qt., $2.30 
each; 3-at., $2. 78 each; 4-qt., $3.40 
each: 6-qt., $4.30 each; 8-qt., $5.55 
each. 

Peerless.—1-qt., $2.95 each: 2-qt., 
$3.45 each; 3-qt., $4.10 each; 4-qt., $5 


each; 6-qt., $6. 30 each; -qt., $5.20 
each. On all sizes of Peerless a dis- 
count of 25 and 10 per cent applies on 
the above prices. 


LAWN MOWERS.—tThe retail trade is 
taking very small lots at the moment, 
but orders for forward delivery are en- 
couraging. Prices are steady and un- 


changed. 


We quote from Cincinnati jobbers’ 
stocks: 

Cheap Grade.—12-in., $5 each; 14- 
in.. $5.20 each; 16-in., $5.50 each. 

Ball Bearing.—14-in. medium grade, 


$8 each: 14-in. good grade, $9 each; 
14-in. best grade, $11 each; 16-in. 
medium grade, $8.25 each; 16-in. 
good grade, $9.35 each: 16-in. best 
gerade, $11.50 each: 18-in. medium 
grade, $8.60 each: 18-in. good grade, 
$9.75 each: 18-in. best grade, $12 
each. 


POULTRY NETTING.—Orders for de- 
livery during February and March 


_reach moderate proportions. 


We quote from stock orders for 
spring delivery: 

Poultry netting galvanized after, 60 
off list: poultry netting galvanized 
before, 60 and 10 off list. 

for the 


ROLLER SKATES.—Prices 
spring season vary considerably, but 
the range of quotations given below 

















| covers the situation in the local mar- 
ket. 


We quote from Cincinnati jobbers’ 
stocks: 

Ball bearing roller skates, $1.40 to 
$1.45 per pair. 


ROPE.—Business is slack at the mo- 
ment, but increased sales are expected 


in the near future. 
nad quote from Cincinnati jobbers’ 


stoc 
Stanite rope, 33 "ac. per Ib.; 


rope, 14%%4c. per 
PAINT.—Trade is slow, but prospects 
are good for a prosperous season just 


sisal 


ahead. Prices are fairly steady. 


We quote from Cincinnati jobbers’ 


stocks: 

Ready mixed house paints, $2.75 
per gal.; linseed oil in single barrels, 
S6c. per gal.; turpentine in two-bar- 
rel lots, 86c. per gal.; white and red 
lead in 500-Ib. kegs, 14%4c. per Ib., 


less 10 per cent. 


SCREWS.—Demand from the retail 
dealers has been fair. Jobbers are con- 
sidering an upward revision of quota- 
tions, necessitated by advances an- 
nounced by mills some time ago. 


wes quote from Cincinnati jobbers’ 
stoc 

Flat-head bright screws, 85 and 
12% off list; flat-head blue screws, 
85 and 7% off list; flat-head brass 
screws, 80 and 25 off list; round-head 
blue screws, 85 and ou, off list: 
round-head brass screws, 80 and 15 
off hs bright wire goods, 85 and 25 

st. 


off 
SHEARS.—Jobbers now are taking or- 


ders for early spring delivery. 
We quote from Cincinnati jobbers 


’ 


stocks: 
Pruning Dae a or 1091S, $4.90 
ver doz.; 25, $2 per doz.: No. 


a a $7.25 ro doz.; No. 2192, $11. 45 
doz.; No. 4192F, $15.20 per doz.; 
ee. 4155F, $31 per doz. 

Hedge Shears, in., $1.15 per 
pair: 9-in., $1.30 per pair: 10-in., 
$1.40 per pair; lady’s size, No. 100L, 
85c. per pair. 

SPRAYERS.—No change has_ been 
made in quotations, which are extreme- 
ly low. 

We 
stocks 


Paragon sprayers, 30 and 5 off list; 
in lots of 5 or more, 35 off list. 


WIRE CLOTH.—Business is proceed- 
ing at a normal pace for this time of 


quote from Cincinnati jobbers’ 


the year. 

We quote from Cincinnati jobbers’ 
stocks: 

Black cloth, $1.65 per 100 sq. ft.; 
12-mesh opal, $2 per 100 sq. ft.; 14- 
mesh opal, $2.40 per 100 sq. ft.: 
bronze in 100 ft. rolls, $5.35 per 100 
sq. ft.; bronze in 50 ft. rolls, $5.40 per 
100 sq. ft. 


| 
WATER COOLERS.—While it is a lit- 


tle early for this commodity to sell in 
quantities, business shows a favorable 
trend. Quotations are firm. 


We quote from Cincinnati jobbers’ 
stocks: 2-gal. cooler, $1.80 each: 3- 
gal. cooler, $2.05 each: 4-gal. cooler, 
$2.40 each: 6-gal. cooler, $2.90 each: 
8-gal. cooler, $3.90 each; 10-gal. 
cooler, $5 each: Twentieth Century 
cooler with bottle, No. 50 in mahog- 
any finish, $10.80 each; Twentieth 
Century cooler with bottle and stand, 
No. 500 in mahogany finish, $13.75 
each: Twentieth Century cooler Sg 
hottle, No. 50 in white finish, $11.2 
each; Twentieth Century cooler Sith 
bottle and stand, No. 500 in white 
finish, $14.50 each. 
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The Door to New Profits! sms. 


interesting things 


, in this book 
UST say the magic word, “Semesan,” on your 
Chart of the Markets 


next order and see the doors to a new treasure for Semesan, Arranged 
‘ d N ‘ h } f by Crops and by States. 
cave open wide. Not just another piece of mer- ei ine i 
chandise—but completely new fields of business. plmmneiee 
Talki 5 Milli 
Almost like taking on a new, profitable store. —— 
F ing Selling Influ- 
Every seed that’s grown needs Semesan, and everybod ease on tee Dealer'e 
ry y - 
that puts seeds into the ground will buy Semesan—more mr | 
and more every year. mene of Pues. Sp 
Couldn’t possibly tell you all about it here so we put the one: ~encngumae aa 
whole story into just the sort of “proposition book” you’ve a iitinets Bieta 


always wanted. Doesn’t waste your time just telling you Round Table. 


what we are doing but shows WHAT YOU CAN DO 
and HOW. No blah, just hard-tack facts, chart of your 
local market, proofs, experiences of other dealers. This 
book lays our cards on the table—gives you credit for good 
judgment. It’s a book you’ll read straight through the 
first time you see it and then keep handy in your desk. 


The coupon will bring it to you without in any way leading OP 
us to expect anything from you. Have a look at a different yi ip 


merchandising book. Get this coupon into the mails, NOW! 

-~-» E,L.du Pontde Nemours ~~ =~ 
& Co., Inc. 

Dyestuffs Department 1.4. Feb. 

Wilmington, Delaware ae 


——. 


Please send me your “Proposition Book.” 8 I 


Name......... Sg: Oe yes Be: JF RLACS: 


Open the Golden Door 
with this Coupon 


> 
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Retail Buying in New England Is on 
Small Seale as Is Usual at This Time 


(Boston office of HARDWARB AGE) 


fining their purchases to actual requirements, although some 


N EW ENGLAND retail dealers, in a majority of cases, are con- 


futures business is reported. Usually at this time of the 
year there is a let down in business, and at the moment it is not any 
more pronounced than it was heretofore, consequently the jobbing 


trade is not uneasy over conditions. 


While that statement applies 


to the market in general, there are certain items that are selling 
fairly well and these are mentioned below in detailed form. The 
shelf hardware jobbers are devoting the bulk of their attention to 
the filling of current retail needs, with sales of so-called job or spe- 
cial lots of merchandise, and to the final preparations for the hard- 
ware show in Boston during the week of Washington’s birthday. 
There is every indication the show will be the largest and the most 


successful ever pulled off. 


While the general business situation, so far as sales go, is running 
true to form of other years, there has been quite a decided softening 


in the credit situation since Feb. 1. 


Jobbers report a marked con- 


traction in collections, and retail dealers, in turn, say it is increasing- 


ly difficult to collect money from customers. 


Certain money market 


students attribute the tightening in the credit situation to the fact 
that retail dealers during February must pay their State taxes, and 
before the 15th of March make at least a partial payment of their 


Federal taxes. 


The individual consumer is in the same boat, and 


there is a general tendency to go slow until people and business see 


how they come out on their taxes. 


The credit condition, therefore, 


is but temporary, and no real uneasiness is evinced in hardware 


circles. 


AUTOMOBILE ACCESSORIES.— 
Quite a number of retail dealers are 
said to be about ready to place sizable 
orders for spring requirements. The 
rank and file of the trade, however, is 
buying automobile accessories only as 
requirements demand. The fairly re- 
cent reduction in prices on Klaxon 
horns and tires and tubes has stimu- 
lated interest in those items. 


We quote from Boston jobbers’ 
stocks: 

Bumpers.—One to 49 count, 40 per 
cent discount; 50 to 249 count, 40 and 
5 per cent discount. 

ender Guards.—One to 49 count, 
40 per cent discount; 50 to 249 count, 
40 and 5 per a discount. 

Horns.—Klaxon, quantities 
than $50 in list value, 35 per 
discount; in $50 to $199 value, 40 aad 
5 per cent iscount; in $200 value, 
50 per cent discount. 

Tires. — Mansfield 
ee hg x .. in., $6.35 each net; 
30 x 3% in., $7.25 ireavy wd cord, 
straight side, "30 x 3%s;, $10. 
each net; 31 x 4 in., oe 5; 33x 4 in, 

: 24 x 4 in., 


line, fabric, 


" $22; 36 st "ih 2 
n., ee 35 x in., ss 


34 x 5 in., $35.4 
25; 2 x 6 in. $45.90; 36 


, $50. 40; 38 x 7 in 
in small lots, 
, oe 50 each net; 30 x 3% 


4 2.40; 32 2 ; = 
33 x 4 in., $2.60; in., Si 
32x 4% . $2. 7 a8 x 


iis in, $8: 


x 4% in., $8 
x4 ee FF 40: +i n., $3.45; AS 








Ee , $3.75; 34 x 5 in., $3.85; 35 x 5 

$4; in lots of six tubes or more 

wen 10c. per tube; 32 x 6 in., $6.20; 
36 x 6 in., $6.15; 38 x 7 in., $9.40. 


CARPET BEATERS.—Retail dealers 
who cleaned up on carpet beaters last 
season are showing a lively interest 
today, but the trade as a whole is not 
doing much in the buying line. 


a, quote from Boston jobbers’ 
stoc 

Carpet Beaters.—No. 11, tin, $2 per 
doz. net; No. 12, $1.50. 


CHIMNEY CLEANERS.—Chimney 
cleaners will be urgently needed by the 
consumer within a month or so, if not 
before, consequently jobbers are urg- 
ing retail dealers to cover their re- 
quirements. 


We quote from Boston jobbers’ 
stocks: 

Chimney Cleaners.—Imp Soot De- 
stroyer, $4 per doz. packages, net. 


CULTIVATORS.—Jobbers have suc- 
ceeded in rounding up quite a respect- 
able cultivator business. Not all re- 
tail dealers have bought, however, and 
efforts are being made to secure their 
orders. 

aan quote from Boston jobbers’ 


ocks: 
eee $6.72 per 
doz. net; five-prong, $9.60. 


FENCING, GUARD, GATES.—Jobbers 

have made additional bookings on 

fencing, guard and gates. As might 

be expected, fencing is the best seller. 
— quote from Boston jobbers’ 
ocks: 








Fencing. — Cyclone fencing, flower 
bed guard, etc., from store, 45 per 
cent discount. Direct shipments, 55 
1" cent discount, f.o.b. Waukegan, 


Gates.—Cyclone, from store, 40 per 
cent discount. Direct shipments, 53 
“¥ cent discount, f.o.b. Waukegan, 


Guard.—Flower bed guard, 45 
cent  camtened trellis, 45 per cent “4 
coun 


GRAFTING WAX.—The market for 
grafting wax is beginning to show 
signs of life. Prices have not varied 
for a long time, but, as compared with 
a year ago, are a little higher. 

Pe quote from Boston jobbers’ 


Grafting a —In 1-lb. sticks, 38c. 
per Ib. net; in %-lb. sticks, 40¢.; ; in 
4 -lb. sticks, 43c. 


MOP WRINGERS.—Rather more in- 
terest likewise is manifested in mop 
wringers. Retail stocks are badly 
broken in most instances. 

bo quote from Boston jobbers’ 


stoc 

Mop Wringers.—White line, hotel, 
No. $32 per doz. net; family, No. 
2, $21.60; No. $31; No. 114, $27; 
Can’t Splash, No. 112, $22. 
line, in lots of less than 
per doz. net; in lots of 
more, $24. Brockton line, in lots of 
less than % doz., 9 per doz, net; 
in lots of % doz. of more, $37. 


NAILS.—A reduction of 10c. per keg 
on direct shipments of wire nails is 
reported. The store price remains as 
heretofore, and quotations on other 
kinds of nails show no variation. Wire 
nails on direct shipment are now $2.60 
in car lots and $2.85 in less than car 
lots, f.o.b Pittsburgh. 


ho quote from Boston jobbers’ 


st 
Nails. —Wire, from store, $3.70 pat 
keg, base; from mill, in car lots, 60 
er keg base: in less than car lots, 
2.85. Cement coated, in count kegs, 
from mill in car lots, $2.40 per keg 
ase, f.o.b. Pittsburgh; in less than 
car lots, $2.65; from store, $4.60 per 
keg base. Cut nails, from store, $4.25 
per keg base. Hardened steel floor, 
direct shipments, $8.10 per keg base; 
Western cut nails, direct shipments, 
in car lots, $3.50 per keg base, f.o.b. 
Pittsburgh; in less than car lots 

$3.65. Tremont cut nails, direct Bt 
$3.95 per keg, f.o.b. Ware- 
steel for nails, 
f.o.b. Ware- 


ments, 
ham, Mass.; hardene 
direct shipments, $7.60 
ham. 


SHEET LEAD.—Sheet lead in a job- 
bing way is now 15c. per Ib. list, con- 
trasted with 15%c. earlier in the year. 
We quote from Boston jobbers’ 
stocks: 
Sheet Lead.—l5c. a pound base list. 
Discount 20 per cent. 
SWEEPERS.—AIll kinds and makes of 
sweepers are beginning to engage the 
attention of the retail trade. Book- 
ings by jobbers so far this year are 
about on a par with those for 1926. 


We quote from Boston jobbers’ 
stocks: 

Sweepers. —Carpet, Grand Rapids, 
ball-bearing, japanned, $44 per doz. 
net; nickeled, $48; Standard 3 
panned, $36; Universal, i owmee | 
nickeled, $46: American Queen, Ht 
Parlor Bay 


Toy Sweepers. — Per gross, Little 
Jewell, $119; Little Queen, $41. Per 
Bissell, Jr., 


doz., Little Gem, $3.75; 
$16. 


Reading matter continued on page 62 

















February 17, 1927 


HARDWARE AGE 

















cies See 2 6 eas Re 











Vy ty 


























\ 
& ae 


Carefree Buying Hours! 


EVERY DAY A HOLIDAY 
TIME SAVED - MORE SALES - EVERYBODY HAPPY 


Are You One of the Many? 


HARDWARE BUYERS CATALOG, 239 WEST 39th STREET, NEW YORK 
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You can recommend Eagle Wood Screws with 
the same confidence you do the Eagle Quality 
Locks—knowing they will always give com- 
plete satisfaction. | 


IZ, 


pemserern Wood Screws for 
All Uses! 
Full line of iron, 


brass and bronze wood 
screws. 





al 
Qe 


Cemeeceere- 
pemrneerren= 


Flat, round and oval 


heads. 


Accurately Cut Threads 
Uniform Heads 
Clean Slots 


The Eagle Quality Line 
Night Latches Cabinet Locks 
Trunk Locks Store Door Sets 


Front Door Sets Padlocks 
Wood Screws 


Eagle Lock Co. 
General Sales Office 
RIS Hye Cr era 26 Warren St. New York Gre = oe mavern 


Branches—521 Commerce St., Philadelphia, Pa. 
177-179 N. Franklin St., Chicago, IIl. 
114 Bedford Street, Boston, Mass. 


Works at Terryville, Connecticut 
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Easy Money 
(Continued from page 25) 


“It was, in fact, the highest total for any month 
since January, 1922, when there were 2723 failures. 
It is, moreover, approximately seven and a half per 
cent in excess of the 2296 defaults for January, 
last year. Some rise is to be expected, however, in 
view of the steadily increasing number in business. 
“With the larger number of failures in January, the 
liabilities increased to $51,290,232. This is about 
12.2 per cent above the $45,619,578 of December, 
and exceeds by approximately 17.5 per cent the 
$43,651,444 of January, last year.” 


Now, in comparing these figures with 1922, it must 
be remembered that January, 1922, was the “clean-up” 
of the year of terrible depression in American business 
of 1921. 


* * * 


On the other hand the daily press is full of reports 
of the splendid earnings of many corporations for 1926. 
LLast year is being heralded as one of the best years for 
profits since the great boom, and inflated values, of war- 
time. The increased profits made by The United States 
Steel Corporation, by the railroads, by the public utility 
companies, by automobile manufacturers, by many chain 
store systems and by the mail order houses, read like 
fairy stories. 


Montgomery, Ward & Company for the fifth con- 
secutive year showed an increase in sales. 1926 
totaled $199,262,563, against $184,095,989 for 1925. 
Sears, Roebuck & Company’s sales for 1926 were 
$272,699,314, against $258,342,236 for 1925, a gain 
of 5.5 per cent. 


The Pullman Company. For the first eleven months 
of 1926, the operating income of the company was 
only $9,319,577, as against $11,912,633 for the cor- 
responding period of 1925. What happened? Did 
they change their system of bookkeeping? In 1926, 
there were more Pullman passengers carried than 
ever before in the history of the company. The 
rates were the highest on record. Why the decrease 
in the earnings of The Pullman Company? Some- 
thing must have happened in their outside invest- 
ment ! 


The F. W. Woolworth Company’s reported January, 
1927, sales totaled $16,123,754 against $15,162,106 
in January, 1926—an increase of 6.34 per cent. The 
old stores were responsible for $531,077 of the 
gain—an increase in their sales of 3.50 per cent. 
There were but four Saturdays in January, 1927, 
against five last year. Four new stores were opened 
in January, bringing the chain to 1484 locations 
operating. 
6 «* 


Yesterday, I had the pleasure of entertaining at lunch- 
eon one of the biggest hardware manufacturers of the 
country. I asked him what he thought of the situation. 
His answer was that the business of the country “needed 
adjusting.” ‘What do you mean by that?”—I inquired. 
‘“Well’—he replied—‘“in some lines of business, they 
are making immense profits, while in many other lines 
they are either losing money or their profits are very 
small. Changes are taking place very rapidly. Some of 
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the old-line businesses, following old methods, are being 
crushed by the weight of increased overhead expenses.” 


* * * 


A prominent cutlery manufacturer dropped in to see 
me. In the course of his remarks, he said that with the 
highest tariff this country has ever known on cutlery, 
the cutlery business is in a deplorable condition. Very 
few American cutlery manufacturers, he said, were mak- 
ing any money. Competition was fierce and profits were 
almost nil. He added that the American cutlery business 
needed a Moses to lead them out of the wilderness! 


*x* * * 


Last week I talked before a meeting of the National 
Wholesale Dry Goods Association at the Hotel Waldorf- 
Astoria in New York. Before the talk, I had luncheon 
at a table with a number of prominent wholesale dry 
goods men. They told me that the wholesale dry goods 
trade had not made a dollar in the last three years! 


*K * *K 


In the hardware line, there is a manufacturer of a 
leading brand of a certain tool item that is known not 
only in the United States but all over the world. When, 
as a boy, I made my debut in a hardware store, a box 
of their goods was one of the first cases I ever handled. 
I could hardly believe my ears when I was informed this 
week that this concern had not paid a single dividend 
on their preferred or common stock in the last four 
years. ‘“What is the matter?’—I inquired. My hard- 
ware friend shrugged his shoulders. “I guess the 
trouble,’—he replied—“is high overhead, high official 
salaries, high selling expenses.” When one compares 
the wholesale price of their goods with the price in 1923, 
it would seem that their Selling prices are high enough. 
Where are the profits going? 


xk * X 


Then, I happened to read in THE HARDWARE AGE, a 
very strong editorial on the subject of “profitless pros- 
perity.’ I also read a long hist of letters from men 
foremost in the trade, commending this article. The 
situation does seem to be bewildering—so much in the 
papers about the wonderful prosperity of this country; 
so many signs of great prosperity, and still, so many old, 
well-established concerns that are barely holding their 
own. 





xk * * 


What is the matter? Why not get and then coura- 
geously face the facts? Why lull ourselves into a false 
sense of security by not investigating, not putting the 
figures on paper, not thinking hard and earnestly about 


the situation ? 
k * x 


The Hardware Council have now started to issue their 
reports. ‘These men are honest. ‘They know all phases 
of the hardware business. They are all experienced. 
What they have to say is worthy of the closest attention 
by all sections of hardware manufacturing and distribu- 


tion. 
k * * 


What isthe greatest danger? Simply that their re- 


ports will not be read—not carefully read—not thought- 
fully read. 
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Our Advertisements 
Kstablish Dealer Contact 


You, Mr. Dealer, have been our first 
thought in an advertising campaign 
planned to help you sell more GENU- 
INE ARMSTRONG Pipe Tools. 


Putting mechanics who use these tools in 
touch with you and telling them to “Buy 
from you” has rung the sales bell loud 
and often. 

GENUINE ARMSTRONG § quality 
has been firmly established for more than 
60 years by reason of a thorough knowl- 
edge of requirements and the painstaking 
care we exercise to have every Pipe Tool 
exactly right. 


Keep up your Stock. Please order from 
your Jobber, instead of sending to us. 


The ARMSTRONG MFG. CO. 


Our Only Addresses 


Main Office and Factory 
BRIDGEPORT, CONN. 


New York Office: 181 Lafayette St. 










TOOLS AND THREADING SINCHINES: 
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Hamp Williams Explodes False Theory 
That Mail Order Houses Sell Cheaper 


R many years a vital factor in combatting the mail 
order houses and their methods, our friend Hamp 
Williams, of Hot Springs, Ark., has gone a step 
further in exploding the long established theory that the 
mail order houses offer householder merchandise at 
prices below those of local merchants, with a series of 
newspaper advertisements, two of which are reproduced 
on this page. 





In the ad directly below his searchlight of 





THE DEADLY PARALLEL 
EXPLODES OLD THEORY 


The long established Mistaken Idea that mail order houses offer 
the householder lower prices than local dealers cannot stand 


THE SEARCHLIGHT OF COMPARISON PROVES BEYOND A DOUBT THAT MAIL 
ORDER HOUSES DO NOT OFFER THE HOUSEHOLDER LOWER PRICES 
We have taken at random one hundred items from our regular stock at the prices 
quoted every day by our store and compared them with the same merchandise as 
sdenciicail tie Gain cael etka haeantn tap anenin. 








HERE ARE THE PRICES FOR YOUR COMPARISON: 


Mail Order Mai! Order 
Our Price Price Our Price* Price 
No. 2 Road Scrape ...§ 11.00 §$ 11.40 Grain Scoop angi 1.75 1.75 
Hay Mower .... ,. 82.50 85.00 14-teeth Steel 
Hay Rake _.. — 42.50 48.00 Garden Rake...... 1.25 1.25 
og -7 Harrow ao ped Cotton Hoe, 8-in.. . . .90 90 
isc Harrow .... 37.5 . 
10-in. Middle Breaker 17.50 18.50 a — noe ee = = 
13-in. Chilled Plow... 17.50 16.88 agon Single Tree. . 1.2 1.23 
Georgia Stock ..... 2 50 2 70 Wagon Neck Yoke.. . 1.75 1.85 
Stee] Beam Wrecking Bar, 30-in.. . 65 55 
Double Shovel . 5.85 5.50 Blacksmith’s 
Check Line 14-in. 18 ft. 6.00 5.97 Polish Hammer ... 1.00 1.20 
Breast Drill ......... 6.50 6.10 Breast Chains . 1.75 1.78 
Blacksmith’s Forge... 10.50 11.50 Cotton Saddle Girth . .50 50 
Farrier’s Pinchers ... . 1.35 1.45 Hame Hooks...... ; 10 07 
Hoof Farriers ....... 2.00 1.75 Garden Plow ’.... ... 3.75 3.50 
Garden Wheelbarrow 5.75 6.50 Excelsior Hand Spray. 50 45 
R F D Mail Box Lock . .65 .63 Heavy Hog Barb Wire 4.75 4.60 
Wagon Umbrella.... 3.25 3.50 Spring Tooth Cultivator 10.50 10.65 
34x34 Dull Brass Bolts 35 36 Curry Cemb . ; 25 .25 
Inside Door Sets . 85 .75 Leather Halter _. - 1.50 1.50 
Front Door Locks . or 2.75 3.60 Saddle . Sl 46.00 
Double Bit Farrier’s Knife ...... 5 75 
Chopping Ax .. 2.75 2.75 Blacksmith’s Hardie . 65 50 
16-in. Ball — Pliers . 45 35 
Lawn Mower ..... 15:00 16,65 Combination Fence Too! 1.25 1.30 
D. Handle Round-point Buggy Shafts . 7.50 7.75 
Shovel ... ... 1.00 1.20 Revolving Leather Punch 1.50 1.20 
100-lb. Keg Steel Tray Wheelbarrow 6.50 6.25 
No. 8 Nails ....- .. 4.05 4.90 Two-foot Rule . .25 15 
Cotton Cards....... 1.25 1.40 1-ft. 4-fold Caliper Rule .75 .70 
D. Shovel Handle .. .60 65 10-in. Drawing Knife. 1.75 1.25 
1 Crate—6 dozen Tinner Snips . ver 1.35 1.35 
Quart Milk Bottles. 6.00 6.10 Posthole Digger..... 2.25 2.00 
5-gal. Milk Can ; 3.75 4.25 100 Feet Sash Cord — 1,15 1.25 
Household Scale .... 2.75 2.75 Finger Sash Lifts . 05 04 
8-qt. Fruit Press 10.00 12.70 Glass Push Plates, pair 1.00 .90 
14-qt. Aluminum Cobber Turns 15 15 
Dish Pan 1.50 2.65 Bar Sash Lifts ..... 06 .06 
10-qt. Aluminum Pail. 1.35 1.75 Compass Saw .... .. 75 75 
Aluminum Dipper, l-pt. —_.20 25 Buck Saw......... 1.50 1.75 
Copper Wash Boiler. . 5.75 6.25 Mattock .90 1.15 
Clothes Wringer ..... 5.40 6.85 Double Ax Handle. .40 45 
Deep Well Pump 14.00 12.98 Pick Handle a 45 .48 
Double Coil 3-Tine Hay Fork ..... 1.25 1.40 
Water Heater 9.00 8.25 Busch Snath ao aa 1.75 
Extra Heavy Busch Blade Su 1.75 1.80 
Range Boiler 16.50 16.25 Cotton Seed Fork 
18x30 Sink, with back 14 Tines .. 2.75 2.75 
and Trimmings 22.50 20.00 -8-in. Rope, per foot. O14 O14 
Closet Outfit 35.00 34.45 Se reen Door Sets _.. .25 40 
8-Day Clock .. 4.50 4.75 3-qt. Ice Cream Freezer 3.75 3.60 
Steel Coaster Wagon 8.00 7.88 Bottle Cappers 1.50 }.40 
Leather Cases Can Opener ' 35 .40 
for Shotguns . 7.50 9.00 Glass Cutter 25 24 
Remington Automatic Cold Blast No.2 Lantern 1.50 1.66 
Shotgun 55.00 53.25 C levis for Double Tree .20 18 
Mrs. Potts Sad Irons 1.85 2.05 Harness Machine 
Flour Sifter 35 35 (Riveting) 1.50 1.50 
Galvanized Screen mains 
Wire, per sq. foot 034 -044- $649.72 $656.60 


When you buy from us you enable us to render you a service that only local deal- 
ers can offer and at the same time help to build up the community in which you live 


HAMP WILLIAMS DEPT. STORE 


Where the Quality Exceeds the Price. 





New Year’s Resolutions 
-—-of Interest to All 


W* WANT to start the New Year with a renewed 





pledge to merit the continued confidence of old 
patrons and to earn the confidence and friend- 
ship of many new ones. 





live in this trade territory and do not buy from 

the merchants in Hot Springs have a good rea- 
son for not doing so. They believe they are buying their 
goods cheaper from chain stores and mail order houses 
than they can buy them from us. Otherwise, we are 
positive they would buy them from us. 


W E HAVE come to the conclusion that people who 


E DO not ask any of our customers to pay us 
more for the same quality of merchandise un- 
der the same eonditions than they can buy it 

for elsewhere. We propose to meet the price in every 
‘instance, and then render a service in addition to that. 
We make this public declaration that we will meet the 
price during 1927 on every item of merchandise carried 
in stock by us, everything else being equal. 


trade with us have a good reason for it. We 

want to say to you who are not trading with us 
that we would like to have your business, and we are 
willing, if we have done you wrong, to make amends 
for that wrong. If our prices are not right, we propose 
to make them right. We want your business and we are 
willing to do everything in our.power that is reasonable 
to obtain it. 


W°* HAVE always figured that people who do not 


friends is our most valued asset. May the coming 

year be full of pleasant associations such as we 
have enjoyed in the past, and may prosperity continue 
to smile on this community. 


HAMP WILLIAMS 


Department Store 


Tt MERITED confidence of our patrons and 




















comparison establishes beyond a doubt that mail order 
houses do not offer lower prices, as claimed. He has 
taken one hundred items at random from his regular 
stock, at the every-day quoted prices, and compared them 
with the prices of the same merchandise as offered by 
the largest mail order house in the country. In all but 
a few instances Hamp’s prices are lower and where there 
is a difference in favor of the mail order house it is 
obviously so slight that it is offset by the fact that 
Hamp has the item in stock ready to deliver at once, 
whereas it may be a week, ten days or longer before it is 
received from the mail order house. 

The other ad (reproduced above) is Hamp’s New 


Year’s Greeting to his customers and his offer to meet, 
during 1927, the mail order houses’ price on every item 
of merchandise he carries in stock. Good work, Hamp. 
Keep it up! 
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f And now it’s a BETTER 
we 6 LL TRE CHAIN 
i 
\ | 
a We are pioneers in the CHAIN INDUSTRY 
f SPECIALIZING in WELDLESS WIRE 
if CHAIN. And now a BRIDGEPORT TIRE 
oT * CHAIN. Better made and built for wear. 


SIDEWALL CONSTRUCTION of heavy 
wire chain with SPECIAL SHERARD- 
IZED rust-proof finish 

PLUS 
Specially Casehardened Cross Chains insur- 
ing LONGER WEAR and LESS RE- 
PAIRS. 


Be sure to have Bridgeport Tire Chains in stock. 
We can take care of your orders promptly. 


The Bridgeport Chain Co. 


Bridgeport, Conn., U. S. A. 

















“perfect 


HUONG 





To Customers Who Leave It 
To Your Judgment 


When it is left for you to decide—you become noé the Osa 
“iudge’—but the Defendant! It is your trial, so to speak, 
and “Perfect” is a Character Witness. 


PhinteD SCRE! You will not only make a sale. Your decision will bear 

WIRE CLOTH weight. When a customer says, “I’ll leave it to you to 
| , send the best,” he is going to tell his neighbors all about 
ee the merits of his selection. Even if you did send “Per- 
fect” Screen Cloth, he will claim the credit for his good 
judgment. Make the sale and let the credit go! 


Your Jobber Carries “Perfect” 
KIVVUVIUUNGUUTANLSCARGWESOGINTGUOSOAGRAUUECEOSUGLUEEUOG ETRE TAROT 


LUDLOW-SAYLOR WIRE CO. 
St. Louis, Mo. 


A 
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No more truck doctors J | 


That’s good news for your truck customers! 





They'll welcome this Anchor All-Steel Truck. 
It’s a truck that thrives on hard knocks and gruel- 
ling service. 


Made of steel throughout. No wood to splinter 
or break. Light—easy to handle. 


Available in all types and sizes. Ask your jobber 
for complete information or write us for Catalog 
No. 101 





ANCHOR POST FENCE COMPANY 
Formerly Anchor Post Jron Works 

9 East 38th St., New York, N. Y. 
Branch Offices in Principal Cities 








2675-G 


NCHOR 


CA h Steel 
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STRONG as steel =— LIGHT as weed. 


















Small Items Department 


INING up with the modern trend of hardware mer- 
chandising, Duncan & Goodell Co., Worcester, 
Mass., recently established a small items department. 
You can see in the picture that these small items are well 
displayed, well assorted and self-selling. Household, 
auto accessories, bathroom fixtures, small hardware items 
and various odds and ends needed every day are featured 
in this picture. 

Everything carried in stock in this department has a 
plain-priced tag so that customers can themselves select 
the things displayed on the counters in which they are 
of need. This novel merchandising plan for a hardware 
store is meeting with favor among patrons of the store. 

Cements, polishes, coat hangers, bathroom appliances, 
hinges for ordinary use, preparations for mending vari- 
ous things, various articles for the motorist, and small 
tools of general utility m the home, store or office are 
featured on the attractive counters of this department. 

B. M. Scott, president of the firm says “This depart- 
ment has 175 wire baskets filled with small items selling 
under $1 and has more than paid for itself. Every 
basket has a sign bearing the name and price of the article 
which is plainly seen by the customer, thus reducing the 
salesmanship to a minimum.” 





The Man Behind the Counter 


(Continued from page 34) 


The second partner’s chief interest was in having me 
satisfied. 
2 x * x 

Some fellows are great kidders and they can't realize 
that kidding, though well enough as a sport, has no place 
in the relations between salesman and customer, no mat- 
ter how good friends they may be. 

*K * * * 

“Tinker to Evers to Chance!” That team work on 
the part of that old National League trio covering short- 
stop, second base and first base worked out so often and 
so smoothly that sporting writers’ accounts of such double 
plays made the phrase almost a slogan. It is a fine thing 
when two or three fellows working together in baseball 
or in a business can develop the spirit and the teamwork 
to produce such an effect. I have seen it evidenced in 
hardware stores where all personal jealousy gave place 
to teamwork. 
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This Is the Year for the Retailer to Come Back, 
Says Hamp Williams 


N an editorial, Printers’ Ink, under date of Jan. 
13, after reciting some of the things that Sears- 
Roebuck & Company and Montgomery-Ward & Com- 
pany are doing to increase their volume of business, adds 
this very timely suggestion: 

“Thus, we have two of the outstanding merchandising 
organizations of the country virtually in the chain-store 
field with indications pointing to further expansion in 
this direction. They want added volume and they are 
getting it, not by sitting back and hoping that somehow 
it will come their way, but by devising new methods for 
overcoming handicaps that face them. What the mail- 
order people have done, ought to prove suggestive to 
other industries and individual manufacturers. To keep 
growing, business needs to keep thinking, to keep on ex- 
perimenting and striving with the customer’s satisfaction 
always in mind. In the business world, leadership does 
not just happen; it is rarely thrust on a manufacturer. 
It is chiseled out of whatever raw material a manufac- 
turer finds at hand, by cutting waste out of manufacturing 
and by combining speed, accuracy and alertness in the 
sales organization.” 

“A hint to the wise is sufficient!” If the manu- 
facturers and wholesalers expect to hold distribution, 
where it rightfully belongs, they must make it possible 
for the retail merchants to meet mail-order house and 
chain-store competition and make a fair margin of profit, 
otherwise a lot of retailers are going to be forced out of 
business. Traveling salesmen cannot save them unless 
they are given more latitude and placed in a position 
to make competitive prices. No need to increase the num- 
ber. My firm kept account of the number of traveling 
salesmen visiting them in the month of November, last, 
and they averaged six each day, or to be exact, one hun- 
dred and forty-five for the month. Some, I talked with, 
and as a rule they are not any too enthusiastic over the 
outlook. Those handling specialty lines and representing 
the manufacturer, were a little more optimistic than those 
handling many and general lines. 

One said, “How can we be optimistic with our hands 
tied?” For instance, he said, “Right now, I have a price 
of 50c. each, on a nationally advertised article, which is 
universally sold and used. Sears-Roebuck & Company's 
price to their customers is 45c., and my house dare not 
sell to anybody for less than 50c. Just such business as 
that is driving the small fish out into deep water, where 
they are being gobbled up by the gars.” 

If I were a wholesaler, I would do as a certain Western 
jobbing house is doing. This firm knows the prices that 
are being made by mail-order houses and chain-stores 
and is demanding of the producers, prices low enough 
so that it can sell to the retailer and he make a fair 
profit, and meet that competition. After having done 
this for the retailers, I understand that some of them 
are indifferent and do not take hold as they should. 

Whenever a wholesaler comes into my store and says 
for me to trot out the items that the mail-order houses 
are selling cheaper than we are, and that he will put us in 
a position to meet the prices and make a profit, we will fall 
all over his neck and advertise and display these items 
to a “fare-you-well.” This is the year for the retailer 
to come back, if he has any come-back in him, and if he 
will not do his part, drop him like a hot potato. We all 
know what they say about a drowning man—he would 
drown you too, if you try to help him, but just so long 
as he has sense enough to do what you tell him, there is a 
chance to save him. Hamp WILLIAMS. 
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WHY A NORTON? 


ANY COMPARISON TELLS 
WHY CONCLUSIVELY! 


Some door closers may be lower priced than the 
NORTON. But, if you’re in business to stay 
and have your customers repeat, where will you 
stand when the low-priced article fails to serve 
efficiently for a long period? Some door closers 
may be more quickly attached than the NOR- 
TON ; some may fit any right or left hand door 
without changing a single part. But of what 
advantage are the few minutes thus saved when 
the closer afterwards makes a door too hard to 
open, or allows it to close too swiftly for safe 
entrance ? 


Any handy man can attach the NORTON. A compre- 
hensive diagram explains how. It takes three to five 
minutes to change a NORTON from right to left hand 
or vice versa. But afterwards the NORTON is ac- 
tually what it’s supposed to be; it’s specifically a right 
hand, or a left hand, closer; there’s nothing hit or miss 
about it; it does only one thing, and that thing per- 
fectly. And its power, or speed, or strength is quickly 
adjustable. It is never too hard to open; it never brings 
the door crashing against the heels of the party enter- 
ing; it never “lets go,’ of the door at any point— 
because— 


NORTON controls the door all the way; has two 
speeds, one to within a few inches of closing; and the 
other for the last few inches—either slower for quiet- 
ness or stronger to overcome a stiff latch. Compare 
the NORTON with any—and know the best. = 


NORTON DOOR CLOSER CO. 
2900-18 N.Western Ave.~ Chicago, III. 


The Largest Exclusive Door Closer Manufacturers 
in the World 


There is only One 
GENUINE 
NORTON Door Closer 
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Papa was deep in a book when his wife called: 


has swallowed the ink. 


Whatever shall I do?” 


“Write with a pencil,” was the reply. 


“So you wouldn’t start a journey on 
Friday ?” 
“Not I.” 

“I can’t understand how you can have 
faith in such silly superstition.” 
“No superstition about it. 

my pay day.” 


Saturday’s 





“Hey, Bill,” the electrician called down 
to his assistant, “grab hold of one of 
those wires.” 

“All right,” said Bill. 

“Feel anything ?” 

“Nope.” 

“Good. 
Don’t touch the other one. 
volts in it.” 


“T got one.” 


I wasn’t sure which was which. 


It’s got 6600 





Visitor—‘Look at all the soot that’s 
blowing about. 

Pittsburgher—‘“Soot, 
snow.” 


nothing; that’s 





John—“What is mistletoe, a vine or a 
tree?” 
Mabel—“ Neither; it’s an excuse.” 





First Husband—‘’Arry, me boy, why 
do you keep that ornery, worthless dog 
about your ’ome?” 

Second Husband—‘“For sentimental rea- 
sons, Arthur. The wife ‘ates ’im.” 





“Say, Joe, you’re a broker. Can’t you 
give me a tip?” 

“IT know something that is now about 
twenty, and within six months I can guar- 
antee it to be over ninety.” 

“Sounds fine! What is it?” 


“The temperature.” 





Justice—“What were you doing in 
Colonel Pullet’s chicken coop?” 

Uncle Moses—“Fo’ de Lord, judge, I 
was jes’ takin’ de census.” 





Census Taker—‘How long have you 


been married?” 
Colored Matron—“I dun forgot, boss, 
but I kin tell you in a minute; I'll jess 


ha 


call up de childrens and count ’em! 





Jones—“I have an electrical wife.” 

Smith—“What do you mean?” 

Jones—“Everything she has 
charged !” 


on is 





Doctor (after accident)—“Is there a 
woman present with old-fashioned ideas?” 

Bystander—“Why ?” 

Doctor—“Because I need a petticoat to 
make some bandages.” 





Phone Operator—‘‘I have your party. 
Deposit 5 cents, please.” 

New Year’s Souse—“Whazzat ?” 

Operator—“Please deposit your money.” 

Souse—“Listen, girlie, what I want is 
conversation from a frien’, not financial 
advice from a (hic) total stranger.” 





The golfer had the habit of topping his 
ball, and seeing the professional watching 
him, said in a fit of despair: “See, I’m 
hitting the ball every time on the top. 
Oh, tell me what I can do for it.” 

“Man, that’s easy,” was the reply. “Just 
turn the ba’ upside doon an’ hit it in the 
same place.” 





Restaurant Manager (to orchestra con- 
ductor)—“I wish you'd display a little 


more tact in choosing music. We've got 
the National Association of Umbrella 
Manufacturers here this evening, and 


you've just played ‘It Ain’t Gonna Rain 
No More!’” 





“Fadder, give me a dime to go and see 
the sea serpent.” 

“Vasteful poy! Here’s a magnifying 
glass; go find a vorm.” 





Teacher—‘Write a sentence using ‘Not- 
withstanding.’ ” 

Pupil—“Father wore out the seat of 
his pants, but not with standing.” 





Little Bobby, who had been taken into 
the country for a day’s outing, saw a 
spider spinning a web between two tall 
weeds. “Hey, Pop,” he yelled, “come on 
over here and see this bug putting up a 
wireless.” 


Reading matter continued on page 70 
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“Dan, baby 


Wife—“That Mrs. Dumbell dropped in 
this afternoon and she wanted to know 
if I could tell her of some reliable boot- 
legger.” 

“Hub—“* What! 
say—” 

Wife—“She said her husband is sick 
and the doctor told her he must be kept 
in good spirits.” 


You don’t mean to 





The Belle—“That girl looks like Helen 
White, doesn’t she?” 

The Dumb-Bell—“Why, that dress isn’t 
white.” 





Teacher—“You’ll have to stay in after 
school and work on your geography les- 
son. You didn’t locate a single one of 
the cities.” 

Willie—“I can’t locate them, but I know 
how to tune in on the whole blame lot.” 





Teacher (to seven-year-old)—“So you 
have broken off a tooth, have you? How 
did you do it?” , 

Seven-year-old—“Oh, shifting gears on 
a lollipop.” 





Chemistry Professor—‘Name three arti- 
cles containing starch.” 
Student—“Two cuffs and a collar.” 





A lot of accidents happen when drivers 
are hugging the curves. 





McAndrew—“Hooray! The wind has 
changed.” 

Convalescent Wife—“Well, mon, what 
of it?” 

McAndrew—“Ye ken the doctor said ye 
needed a change of air.” 





Some men may smile in the face of death 

While others only frown. 

But the man worth while 

Is the man who can smile 

When his garter’s coming down. 
—Composed by Iva Thincalf. 





A _Vermont salesman walked through 
an Atlanta hotel the other day whistling 
“Marching Through Georgia.” The life 
insurance companies are refusing payment 
to his widow on the grounds that he com- 
mitted suicide. 
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=a ond “Thon 
Cooking Devices 








Increase your 
sales in 
electrical goods! 


Is the electrical business getting 
away from you? Sales in electrical 
cooking devices are growing bigger 
every year. Are you getting your 
share? 





Ask us how you can increase your 
sales and make more money on this 


line. as 


The Standard Electric 
Stove Co. 





TOLEDO, OHIO 





No. 101 





























- Now — 
Shower Bath Doors 
of Zouri Quality 


That Zourishould present this newest of quality bath- 
room fixtures—a handsome shower bath door patterned 
in extruded polished bronze or with a polished duplex 
nickel plated finish—is in keeping with the progressive 
standard it has maintained throughout its 15 years in 
the store front field. 





Careful attention to detail, backed by efficient serv- 
ice, has won for Zouri an enviable reputation for in- 
tegrity with its original product, and a distinct 
advantage in its new field. 


Corner shower suggestion for either 
Residence, Hotel or A partment. 


The following standard 


sizes are carried in stock Thenew Zouribathroomdoor merits yourconsideration 
for immediate delivery. if you want quality and manufacturing co-operation. 
?' wide x 6! high Write for our booklet, ‘‘Shower Suggestions”’ 


2'3"' wide x 6' high 








2'6'"' wide x 6' high : | ) ow 
With or without grille L oun FeRUE eid | 5 Ce TT pe IT} 
Special sizes made to order. Factory and General Offices 


1608 East End Ave., Chicago Heights, III. 
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“The Blade With the Reputation” 
Makers Since 1883 


CLEMSON BROS., INC. 
Middletown, New York 











FOR SALE 


Remington Arms Co., Inc., 
of Delaware 
(Controlling Remington Cash Register Co.) 


72% First Preferred 
8% Second Preferred 


Common Stock 


We have to offer the above securities. Recent legal 
settlements awarded full rights to the Remington 
Company on their cash register. Prospects for 
these securities are attractive. 


Ruberoid Company 
of New York 
Capital Stock 


The Company has had a very exceptional dividend 
record having paid dividends every year since 1889. 
In some years as high as 20% has been paid. The 
capital stock is the only security of this company. 


Charles E. Doyle & Company 
Investment Securities 


49 Wall Street New York 
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One of the ten window displays that present an attractive 

appearance to passersby in the locality of Ogden Hard- 

ware Co. in Ashland, Ky. Their windows are on a corner 
and enable them to show their stock to advantage. 


Is Your Store in a College Town? 
(Continued from page 37) 


pliances to the individuals patronizing and living at the 
establishments of the large customers named. 

You will note in the photographs that Newman does 
not forget to include sockets, plugs, wire, switches with 
pull chains, and other sundries when preparing an elec- 
trical department window display. Neither does he over- 
look his regular business on electrical appliances which 
comes all year from the people of Columbia. His efforts 
to sell the students is an extra effort, concentrated at the 
time of term openings. 

The Newman business on small appliances is a very 
important part of his annual volume. His window 
displays are frequently featuring electrical goods. In- 
side the store attractive display tables show to advantage 
the smaller items. Lamps are always featured on the 
tables and are sold throughout the entire year, the 
biggest market being among the college students. 

Down in Ashland, Ky., the Ogden Hardware Co. have 
a very complete house furnishings department. One of 
the main stays in this sections is the well assorted stock 
of electrical appliances. Ogdens store is on a corner 
with a total of ten windows to work on and with. During 
the recent holiday campaign for Christmas business two 
ot Ogden’s windows featured various electrical goods. 

In talking with I. Newman of Columbia and J. 5S. 
Ogden of Ashland, they were both very enthusiastic 
about their electrical goods business. They emphasized 
the fact that practically every electrical item has an all 
year sale and ready demand. Heaters of course have a 
cool weather sale which starts about September and ends 
in May but this particular item evens up the sales curve 
with the help of electric fans in the other three or four 
months of the year. 





Another display of electrical appliances by the Ogden 
Hardware Co., Ashland, Ky. 
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A window display of hunting equipment by J. W. Zarfoss, 
Elizabethtown, Pa. 


Are You Giving Your Windows a Chance? 


W: JULD you be content to have your merchandising 
ability gaged solely upon the use made of your 
windows during the year just closed ? 

Many shoppers have learned to do just that. Their 
number is growing. They work on the theory that 
the dealer’s windows, as a usual thing, picture him cor- 
rectly. 

Are the windows clean and well lighted? Is the dis- 
play timely and pleasingly arranged? Very well. Then 
this new order of shoppers will be guided accordingly in 
selecting the stores to be patronized. 

Reason about this until you are sure that you under- 
stand the psychology back of it, for you, not the shop- 
ping public, will be the loser in the event that you don't. 
Here is the nub of the matter in a few words: Pro- 
gressive merchandisers in all lines are teaching the pub- 
lic that it may safely gage a merchant’s ability to give 
satisfactory service by noting the sort of windows he 
keeps. 

How are these progressive merchandisers doing this? 
3y devoting special care and attention to their own win- 
dows—making of them real silent salesmen. If you 
have any doubts upon this score, put it to practical test. 
Just inspect a few windows in other lines of trade, mak- 
ing a point of including enough to secure a fair average. 
You will find, it is ventured, without a single exception, 
the best service, most complete stocks, the most up-to- 
date methods are in the stores behind the best arranged, 
neatest and mostly timely window displays. 

You understand, of course, that aggressive merchan- 
dising organizations, such as the big department stores, 
place a money value upon their window display space, 
just as upon the advertising space they buy in the news- 
papers. In some instances the valuation of such dis- 
play windows totals to hundreds of thousands of dollars. 
Your windows also have a money value, smaller perhaps, 
but identically important in principle, and your first step 
toward making effective use of them should be to set a 
value upon this space. 

In other words, learn to treat this space in your win- 
dows as you do the space purchased in the newspapers. 
Only so will you exercise proper care in selecting what 
would go into your windows—and how long it ought 
to remain there. This will help to concentrate aitention 
upon selling the items of merchandise that profits you 
most to sell—The Live Wire. 
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KNOWN QUALITY 


Means easy sales and satisfied customers 


SHARK BRAND CHISELS 





Butt Beveled Edge 
Regular Beveled Edge 
Socket Chisels 


have been known to the trade for 
generations. 


Because of their reputation as de- 
pendable tools, they sell with little 
effort, which means sure profits to 
you. 


SHARK BRAND CHISELS are 
sturdy and well made, and crafts- 
men and lovers of good tools ap- 
preciate their quality. 





Manufactured by 
E. A. Berg Manufacturing Co., Ltd. 
ESKILSTUNA, SWEDEN 


Order from your jobber today, or write. 
We carry a full line of Swedish Made Tools and Hardware. 


SCANDINAVIAN 
WESTERN IMPORTING COMPANY 
116 Broad St., N. Y. 


509 E. Hennepin Ave. 
Minneapolis, Minn. 


Coristine Bldg. 
Montreal, Can. 
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KIMBALL~ 





These Elevators are 
quickly and easily 
installed in your 
building. They are 
easy to operate and 
give as fine a service * 
as elevators costing 
many times as much. 


They are built in 
several capacities, 
ranging from _ 1,000 
to 3,000 lbs. 
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LIGHT ELECTRIC ELEVATORS 


Kimball makes more light electrics than any other 
one type. These machines have given satisfaction 
wherever electric elevators are used. 


KIMBALL BROS.CO. 


1117-41 South Ninth St. Council Bluffs, Iowa 
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Makes Seeds Grow! 


If you want your seeds and your seed 
business to grow, stock and recommend 
a 100% pure, safe, effective, fertilizing 
agent— 


Sheep’s Head Brand 
Pulverized Sheep Manure 


Nature’s basic soil dressing. 100% pure manure, 
made commercially desirable by our process of handling. 
A complete plant food which contains, naturally, all the 
vital elements necessary to produce virile plant life, 
including nitrogen, phosphoric acid, potash and— 
HUMUS! Sterilized of weed seeds. 

Packed in neat containers (2, 5, 10, 25, 50, 100 ap me my 
for convenient distribution to home owners, golf clubs, 
—~ eee gardeners—anyone who grows things in the 
soil. 

Write for prices and free leaflet, “How to Make 
Beautiful Lawns and Gardens.”’ 


NATURAL GUANO COMPANY 
814 So. River St., Aurora, Ill. 














WRENCHES 


Drop Forged from 
High-Grade Tool 
Steel. Scientifically 
hardened and drawn 
in oil. Jaws like a 
cold chisel. The 
most complete line 
of adjustable 
wrenches made. 

The Diamond Cylinder Head Wrench is especially adapted for 


arage service. A combined Cylinder Head, Spark Plug, and 
Tire Rim Wrench, of very unusual quality. 


Write for complete catalog. 


DIAMOND CALK HORSESHOE CO. 
4622 Grand Ave., Duluth, Minn. 
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THE QUALITY LINE 


Burn perfectly in the wind and 
extremely cold weather. They 
are the best Torches to use for 
all indoor or outside work. They 
satisfaction, save time and 
uel and always please the user. 


Jobbers supply at factory price. 


Clayton & Lambert 
Mfg. Co. 


6275 Beaubien St., DETROIT, MICH. 

















MILBRADT 
LADDERS 


Will pay for themselves in a 
short time by enabling you 
to wait on more trade, save 
the wear and tear on your 
fixtures and goods, as well 
as bring the appearance of 
your store up to date. 


wee for eatesagee, show- 
suitable for mall " winds of 
shelving. 
Milbradt Mfg. Co. 
2411 N. 10th St. 


Se. Louis, Mo. 
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A Review of Foreign Trade and 
Outlook for 1927 


HE year 1926 witnessed a continuance of rapid 

expansion in our exports of manufactured products 
so conspicuous for many years past, and particularly 
since the World War, says Julius Klein, director, Bureau 
of Foreign and Domestic Commerce, in Commerce Re- 
ports for January 3. He further states that the pros- 
pects for continued growth in this direction seem highly 
favorable. 

If 1927 should bring any lull in the unprecedented 
prosperity which we have enjoyed since 1921, such as 1s 
prophesied in some quarters, we may expect a marked 
increase in export activity. The intelligent appreciation 
of foreign trade as a stabilizer of business is far more 
prevalent today than ever before, and a substantial pro- 
portion of our manufacturers and merchants are equipped 
with at least the rudiments of some export contacts and 
experience, which are available for expansion when the 
occasion requires. The past five years have witnessed 
an impressive growth in the “export sense” of American 
business, the benefits of which we shall observe when- 
ever the next sag may occur in our business curve. 

Quite apart from this relationship between domestic 
and oversea business, there is evident a decidedly favor- 
able outlook for the export of our manufactures because 
the world as a whole, except for a few areas, only one 
or two of which are of major importance, is enjoying 
fairly stable and gradually improving economic condi- 
tions. 

The business depression in England and disposition 
of certain European countries to curtail imports in order 
to bring about a less unfavorable balance of trade, are 
factors tending to cut down world commerce. But with 
the prosperity and progress in South America, the East 
Indian region, Canada, and various other parts of the 
world, total world trade held up fairly well in 1926, and 
our share in it was more than maintained. 

In contrast with several years preceding, the money 
value of the total exports of the United States in 1926 
declined slightly, being in the neighborhood of $4,800,- 
000,000, or about 2 per cent less than in 1925. Quanti- 
tatively, however, the exports increased somewhat and 
were larger than in any other year in our history, with 
the possible exception of 1919. There was a fall in 
average export prices, especially due to the sharp de- 
cline in cotton. The lower price of cotton alone more 
than accounts for the reduction in total value of exports. 
Computations show for the first nine months of 1926, 
eliminating the effect of price variations, exports were 
4 per cent greater the corresponding period of 1925, and 
it is likely the year as a whole will show a greater in- 
crease. 

The showing of the U. S. in the export of manufac- 
tured goods has been much more favorable than that of 
the principal European countries. Combined figures for 
ten of these countries, covering the first nine months 
of 1926, indicate decrease of 8 per cent in exports from 
corresponding period of 1925. This decline was chiefly 
due to smaller quantities rather than lower prices. Of 
the ten countries, only Germany and Sweden showed 
larger exports than 1925. 

Exports of automotive vehicles and parts, which in 
previous years had increased with extraordinary rapid- 
ity, showed a gain of only a few per cent in 1926—a 
fact attributable in part to deliberate efforts of European 
countries to restrict importation of other than absolute 
necessities, in part to a change in the method of report- 
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ing parts for assembly. To many countries of the 
world our automotive sales gained materially. 

The considerable decrease in the value of our exports 
of crude materials in 1926 was due wholly to the lower 
price of cotton which represents about three-fifths of 
the total for this group. Exports of cotton were ap- 
proximately the same in quantity as in 1925, but over 
one-fourth less in value. A very large increase in ex- 
ports of coal, resulting from the English coal strike, 
prevented a still greater fall in the group total. 

Apart from Europe, every continent took more of 
our goods in 1926 than the year before. Sales to 
Europe fell off more than $300,000,000, while those to 
the rest of the world increased about $200,000,000. 
The explanation lies in the fact that Europe buys from 
us chiefly foodstuffs and raw materials, while to the 
other continents we send mainly manufactured com- 
modities. Highly gratifying is the increase of approxi- 
mately 20 per cent in exports to Asia. .For various 
reasons our sales to China and Japan, the largest Asiatic 
markets, had been stationary or declining for several 
years preceding, but exports to both these countries 
showed satisfactory gains in 1926, while those to India, 
British Malaya, and the Dutch East Indies, where buy- 
ing power has been greatly enhanced by the high price 
of rubber, increased very heavily. 

Exports to South America in 1926 reached more than 
$450,000,000, the largest figure ever reported except in 
1920, and in view of price inflations in that year, the 
greatest from the standpoint of quantity in our history. 

Exports to Canada, substantially stationary for three 
years preceding, showed a gain and allowing for changes 
in prices were decidedly the greatest in history. Sales 
represented nearly one-sixth of the total value of exports 
and fell not much below those to the United Kingdom, 
our largest single market. 

Taking it altogether, therefore, our foreign trade in 
1926 was highly satisfactory. The statistics show clearly 
the further strengthening of our position in world 
markets for manufactured goods, and the high general 
prosperity of the country as reflected in increased im- 
ports. The only weak spot in the situation is the rela- 
tively low price of some of our major agricultural 
exports. 





Salesmen and Dealers Interested, Says 
Leon Schwartz 


Dear Mr. Soule: 

Permit me on behalf of our Society, and personally, 
to congratulate you on your recent editorials that have 
caused so much favorable comment. Salesmen as much 
as dealers are keenly interested in the subject you ap- 
proached, particularly that of “special prices,” and we 
hope you will continue to bring to the attention of your 
readers the vital matters that their success depends on. 

Cordially yours, 
(Signed) Leon Schwartz. 
President, The Nutmeggers. 





The auto salesman drives a car 500 miles 
and it’s still a new car; you drive it five 
miles farther and it’s a used car. The value 
drops 25 per cent, but the installment pay- 


ments keep on at the old basis. 
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GREEN’S 
Stock Boxes 


4 NEW IMPROVED 


Box 
At Low Cost. Has All the 
Advantages of the More 
Expensive Fixtures. 


Made in an Assortment 
of Sizes to Fit Every 
Hardware Need. 





Write for NEW Illustrated Price List 


THE GREEN CO., 250 W. 57 St., N. Y. 








Osborne High Grade Punches 





Belt Punches 
Spring Punches 


varied and attractive line for the Hardware Trade. Also:) 
Leather Workers’, Trimmers’ and Upholsterers’ and Plumbers’ 


Arch Punches 
Revolving Punches 


The above tools will please your customers, as well as »ur 
famous Round and Oval Punches 

Remember we have had one hundred years of successful mann- 
facturing experience, employ only skilled workmen and use the 
finest quality of materials. 

We stand back of every tool we make. Try us. 

Write for Catalog 
Cc. 8S. OSBORNE & CO., NEWARK, N. J. 

ESTABLISHED 1826 











PREMAX TENT EQUIPMENT 
IS STRONG 


GtAnee and tubular tent uprights and ridge poles 
made of high grade steel are demanded by the 
modern camper. 

Strong to stand the hard usage of the motor camper 
who pitches and strikes his tent every day. 

Light weight and designed to be conveniently packed 
and transported. Parkerized Rustproof of course. 
Samples and prices on request. 


PREMAX PRODUCTS 


Niagara Metal Stamping Corporation 
Dept. HA-7 
Niagara Falls, New York 
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All-Metal Frame 


CLOTH WINDOW VENTILATOR 


They’re easy to sell, because they insure 
healthful ventilation in all weathers 
without dust, draft, inblowing 
rain or snow. 8 popular 
sizes. Retail at 60c. 

to $1.10 





FROM 
YOUR JOBBER 
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Coming Hardware Conventions 


AMERICAN HARDWARE MANUFACTUR- 
gks ASSOCIATION AND SOUTHERN HARD- 
WARE JOBBERS ASSOCIATION, Memphis 
Tenn., week of May 9, 1927. otel 
headquarters, New Peabody Hotel, 
Memphis. Charles F. Rockwell, secre- 
tary-treasurer, 342 Madison Avenue, 
New York City. 


ARKANSAS RETAIL HARDWARE ASSO- 
CIATION CONVENTION, Little Rock, May, 
1927. L. P. Biggs, secretary, Little 
Rock. 


CALIFORNIA RETAIL HARDWARE AND 
IMPLEMENT ASSOCIATION CONVENTION 
AND EXHIBITION, Sacramento Memo- 
rial Auditorium, Feb. 15, 16, 17, 18, 
1927. Hotel headquarters, The Sena- 
tor. Le Roy Smith, secretary, 112 


Market Street, San Francisco. 


HARDWARE ASSOCIATION OF THE CAR- 
OLINAS and VIRGINIA RETAIL HARDWARE 
ASSOCIATION JOINT CONVENTION at Vir- 
ginia Beach, Va., June 7, 8, 9, 1927. 
Headquarters, Hotel Cavalier, Arthur 
R. Craig, secretary-treasurer, 804-806 
Commercial Bank Building, Charlotte, 
N.C. 


LOUISIANA HARDWARE AND IMPLE- 
MENT ASSOCIATION CONVENTION AND 
EXHIBITION, New Iberia, June 6, 7, 8, 
1927. S. H. Sale, secretary, Shreve- 
port, La. 


MINNESOTA RETAIL HARDWARE ASso- 
CIATION CONVENTION, Auditorium, St. 
Paul, Feb. 15, 16, 17, 18, 1927. Charles 
H. Casey, manager-treasurer, Nicollet 
Avenue and 24th Street, Minneapolis. 





MISSISSIPPI RETAIL HARDWARE AND 
IMPLEMENT ASSOCIATION CONVENTION 
AND EXHIBITION, White House, Biloxi, 
June 138, 14, 15, 1927. Guy Nason, sec- 
retary, Columbus. 


MONTANA IMPLEMENT AND HARD- 
WARE ASSOCIATION CONVENTION, North- 
ern Hotel, Billings, Feb. 24, 25, 26, 
1927. A. C. Talmage, secretary-treas- 
urer, Bozeman. 


NATIONAL RETAIL HARDWARE ASSO- 
CIATION CONGRESS, Mackinac Island, 
Mich., June 27, 28, 29, 30, 1927. H. P. 
Sheets, secretary-treasurer, 
Washington St., Indianapolis, Ind. 


NEW ENGLAND HARDWARE DEALERS 
ASSOCIATION CONVENTION AND EXHIBI- 
TION, Mechanics Building, Boston, Feb. 
22, 23, 24, 1927. George A. Fiel, secre- 
tary, 80 Federal Street, Boston 9, Mass. 


OHIO HARDWARE ASSOCIATION CON- 
VENTION AND EXHIBITION, Columbus, 
Feb. 15, 16, 17, 18, 1927. James B. 
Carson, secretary, 411 Mutual Home 
Building, Dayton. 


PANHANDLE HARDWARE AND IMPLB 
MENT ASSOCIATION CONVENTION, Ama- 
rillo, Tex., some time in May, 1927. 
exact dates to be announced later 
C. L. Thompson, secretary-treasurer 
Canyon, Tex. 


PENNSYLVANIA AND ATLANTIC SRA- 
BOARD HARDWARE ASSOCIATION, INC. 
CONVENTION AND EXHIBITION, Commer. 
cial Museum, Philadelphia, Feb. 14, 15 


130 E. 





16, 17, 18, 1927. Sharon E. Jones, sec- 
retary, 604 Wesley Building, Philadel- 
phia. 


SOUTHERN CALIFORNIA RETAIL HARD- 
WARE ASSOCIATION CONVENTION, Am- 
bassador Hotel, Los Angeles, Cal., Feb. 
22, 23, 24, 1927. H. L. Boyd, secretary- 
treasurer, 618 Hellman Bank Building, 
Los Angeles, Cal. 


SOUTHERN HARDWARE JOBBERS ASSO- 
CIATION AND AMERICAN HARDWARE 
MANUFACTURERS ASSOCIATION, Mem- 
phis, Tenn., week of May 9, 1927. Ho- 
tel headquarters, New Peabody Hotel, 
Memphis. John Donnan, secretary- 
treasurer, Richmond, Va. 


SOUTH DAKOTA RETAIL HARDWARB 
ASSOCIATION CONVENTION, Coliseum, 
Sioux Falls, Feb. 22, 23, 24, 1927. 
Chas. H. Casey, manager-treasurer, 
Nicollet Avenue and 24th Street, Min- 


neapolis. 


SOUTHEASTERN RETAIL HARDWARB 
AND IMPLEMENT ASSOCIATION, COM- 
POSED OF ALABAMA, FLORIDA, GEORGIA 
AND TENNESSEE CONVENTION AND ExX- 
HIBITION, Jacksonville, Fla., April 19, 
20, 21, 1927. Walter Harlan, secre- 
tary, 701 Grand Theater Building, At- 
lanta, Ga. 


VIRGINIA RETAIL HARDWARE ASSOCIA- 
TION will hold a joint convention with 
the Carolinas Association at Virginia 
Beach, Va., June 7, 8, 9, 1927. Head- 
quarters, Hotel Cavalier. Thomas B. 
Howell, secretary, 301 E. Grace Street, 
Richmond. 





Farm Living Standards Better Says Western College Survey 








HE lowa State College has just issued reports on 

the “Cost of Living on Iowa Farms” and the “Stand- 
ard of Living on lowa I‘arms.” These reports are based 
on detailed expense accounts kept on nearly 500 farms. 
One of the interesting things shown in these reports is 
the record of conveniences found in farm homes. A 
table showing the percentage of homes having equipment 
of different kinds is given herewith: 


Owner Tenant All 

Modern conveniences families families families 
(212) (239) (451) 

Kitchen sink drain............ 51.7 31.1 40.8 
Central lighting system........ 40.1 13.8 26.2 
PE “‘ceudank botdacsceee es 27.0 12.2 19.6 
Running water; hot-cold....... 26.5 9.2 17.4 
SE ciduupecess cave ss 25.2 6.3 15.1 
Sewer system (modern)....... 15.1 3.9 9.0 
Floors finished throughout..... 37.4 23.5 30.1 
ED: so chanh wate o04sis 92.9 89.1 9().9 
EE. dos i6-406 bine seenyss 94.8 84.9 84.9 
Power washing machines...... 71.6 65.4 68.3 
MS ee 60.8 36.0 47.7 
Ee ee 50.5 35.6 42.6 
Tee T Te 45.3 38.9 41.9 
Self-heating irom ............. 36.3 15.2 25.3 
Power vacuum cleaner........ 8.5 8 4.4 
Fireless or pressure cooker.... 2.8 8 1.8 


On standard of living the observation is made that: 


“arm families with the larger incomes do not spend 
their incomes for expensive houses, gorgeous attire, 
riotous living, elegant furniture, personal decoration, but 
for the maintenance of health and particularly for items 
of advancement, which in this study are considered in- 
dicative of a desirable standard of living. It seems 
that the most satisfactory, universally applicable, single 
measure of a desirable standard of living is the propor- 
tion of family expenditures devoted to items of advance- 
ment, embodying formal education, reading matter, or- 
ganization dues, contributions to church and Sunday 
school, expenditures for vacations, special trips and simi- 
lar items. It was also found that families with low 
expenditures per cost consumption unit live on small 
farms, have meager amounts of furniture and work long 
hours per day. The families having large expenditures 
per cost consumption unit live on large farms, have more 
and better. furniture and work fewer hours per day.” 

If we couple outlook with dollars, in judging a stand- 
ard of living, then it may be concluded, from the state- 
ment quoted above, that Iowa farm people are not only 
on the right track, but are actually enjoying a higher 
standard of living than can be set forth in any mere 
statistical record. —The Corn Belt Farm Dailies. 
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Zghtn ess 
and Strength 


The U. S. Government uses 
Spruce for airplanes because 
of its lightness and strength. 


Babcock uses Spruce for 
Ladders for the same good 
reason. Babcock Ladders 


are SAFE. 


A style for every purpose. 
We pay the freight. 








W. W. BABCOCK CO. 
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Unconditionally 
Guaranteed 


When you sell an ACME Sprayer, Atom- 
izer, Duster, Corn or Potato Planter, you 
say to your customer: “If it isn’t all right, 
bring it back.” It takes good tools to live 
up to that kind of a guarantee. 


That ACME tools are good is evidenced by the fact 
that the demand grows constantly. A new 140-foot, 
two-story addition was added to our factory this year. 


Our newly-enlarged factory, equipped with 


the most modern machinery, doubles our ca- 
Hand 
= pacity and enables us to maintain the high 
Corn standard of ACME quality at an attractive 
and price to the dealer. 
Potato * * 
Planters Bigg er P rofits 


You can carry a minimum stock of ACME 
tools and replenish frequently and quickly from 
your nearest jobber—get a complete line of 
uniformly good tools from one house. This 
assures you faster turnover, a smaller invest- 
ment and larger profits. 


Insist on getting ACME Sprayers and 
Planters—sold by reliable jobbers every- 
where. New complete catalog on request. 


Potato Implement Company 
Dept. 11 Traverse City, Michigan 
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f The set illustrated 


is Catalog No. 1924 
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Ohhe sturdy, practical quality 
of GRIFFIN Hinges is em- 
bodied in this splendid line 
of garage hardware sets. 


RIFFIN 


Olen iia en 


ERIE PENNSYLVANIA 
eel §6— Branch Officer__ 


74 W. LAKE ST CHICAGO 
28 BINFORD ST BOSTON 
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wood screws, ma- 
chine screws, cap 
screws and set 
screws. Finished 
plain, nickel, brass, 
copper-plated, 
Sheradized or hot 
galvanized. Also 
stove bolts, sink 
bolts, hanger bolts, 
nuts, rivets, burrs 


and specialties. 


Millions of product 
—gone standard for 
accuracy ana quality. 


8899 


REED & PRINCE MFG.CO. 


/ WORCESTER, MASS..,U.S.A. 
WESTERN BRANCH arCHICAGO-12] NORTH JEFFERSON ST. 
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Steel Sheets that Resist Rust! 








The destructive enemy of sheet metal is rust. 





It is successfully combated by the use of pro- 
tective coatings, or by scientific alloying to re- | 
sist corrosion. Well made steel alloyed with 
Copper gives maximum endurance. Insist upon 


KEYSTONE 











Rust-Resisting 


Copper Steel 
Black and Galvanized | 


Sheets 


Roofing Tin Plates 


\\: 
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Keystone Copper Steel gives superior service for roof- 
ing, siding, gutters, spouting, metal lath, culverts, tanks, 
flumes, and all uses to which sheet metal is adapted, 
above or below the ground. Our booklet Facts tells you 
why. We manufacture American Bessemer, American 
Open Hearth, and Keystone Copper Steel Sheets and 
Tin Plates for every requirement of the sheet metal 
working, hardware, and builder's supply fields. 


Black Sheets for all purposes 

Keystone Copper Steel Sheets 

Apollo Best Bloom Galvanized Sheets 

Apollo-Keystone Galvanized Sheets 

Culvert, Flume, and Tank Stock 

Corrugated Sheets 

Formed Roofing and Siding Products 

Stove and Range Sheets 

Tin and Terne Plates, Black Plate, Etc. 
Our Sheet and Tin Mill Products represent the highest standards of quality and | 


utility. and are particularly suited to the requirements of the metal working, and 
construction fields. Ask your distributor or write nearest District Sales Office. 


American Sheet and Tin Plate Company 


General Offices: Frick Building, Pittsburgh, Pa. 
District SALES OFFICES 




















Chicago Cincinnati Denver Detroit New Orleans New York 
Philadelphia Pitteburgh St. Louis 
Pacific Coast Representatives: UNITED STATES STEEL PRopDwctTs Co.,San Francisco 
os Angeles Portland Seattle 


Export Representatives: UNITED STATES STEEL Propucts Co., New York City | 
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A GIANT IN STRENGTH 


ALWAYS— 
but NEVER 


A BRUISER 


Brute strength applied to nuts 
and unions through chain 
tongs or other makeshift de- 
vices, is bound to jam and 
mar the gripping surfaces of 
these nuts and unions. 


In engine rooms, machine 
shops and _ power plants, 
COES Key-Model Wrenches 
are used to apply force in a 
mechanically correct manner 
and to eliminate the costly 
damage usually done to the 
material. 


The COES Key construction 
holds the jaws absolutely 
rigid while the work is being 
done. ° 


COES Key Wrenches are 
made in three sizes; 28, 36 
and 48 inches over all. (A 
72-inch size may be furnished 
on special order. ) 


Keep stocked. 





COES WRENCH CO. 


Mass. 


W orcester 


Bu e's 
alog 





SELLING AGENTS 


J.C. McCARTY & CO 
JOHN H. GRAHAM & CO 
FENWICK FRERES......... 


29 Murray Street, New York 
Os bae 113 Chambers St., New York 
8 Rue de Rocroy, Paris, France 
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Allsteel Shelving | _ 


IGHT, strong, fire-resistant— [R222 
_4 quickly erected or re-erected R22: 
without special tools—and giving 10 
to 30% greater storage space. 
To fit growing needs, additional units may be 
added later—or the entire installation moved 
and re-erected elsewhere. 


Allsteel Shelving has innumerable uses in office, 
store and factory, with low initial expense and 
no upkeep. The Allsteel mark on shelving is 
your guarantee of permanent satisfaction. 


Write for a copy of ‘‘Saving with Shelving’’ 
THE GENERAL FIREPROOFING CO, 
Youngstown, Ohio 
Dealers Everywhere « Canadian Plant: Toronto, Ontario 
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g “AO auach this coupon to your frm ietterhead “"* "=" =~ ~~ 4 
: Cemeral Firepreeofing Ce., Youngstown, Ohio (H.A.) * 
: ao me without obligation a copy ef your book “Saving with - 
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Explaining 
The Sales 


The cold-drawn sockets — patented 
feature—explain the 30% extra strength 
of your ““ALLENS,”’ 


The special heat-treating of different- 
style points and individual sizes, ex- 
plains the perfect balance of toughness 
and hardness. 








The accuracy of Allen threading — 
testing of pitch diameters with pitch 
micrometers — explains the staying 
power of ALLENS in moving parts. 


These points explain why ALLEN 
screws move the fastest from Dealers 
stocks—and explain why Allen Dealers 
lead in the hollow screw business of 
their localities. 


The Allen Mfg. Co. 


, 139 Sheldon St., Hartford, Conn. 
















Branch Offices: 

W.C. Stauble R. E. Gregory 
2909 Waverly Stl. 1029 Wesley Abe. 
Detroit, Mich. Evanston, [il. 
E. P. Crawford W. J. McRae 
3348 No. Park Ave. 320 Market Sireet 
Philadelphia, Pa. San Francisco, Cal. 
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Door Hardware 
to Match the 
Finest Car—Priced to Fit 
the Smallest 


All garage door hardware may look something alike 
but none other than “Allith’ can bear the A-P 
mark. And A-P means much. To architects, con- 
tractors, builders, dealers and home owners it has 
symbolized (for over a quarter of a century) all 
the rugged strength, sturdy design, steady operation, 
weather tight fitting, anyone, anywhere, can put into 
building hardware regardless of cost. 


Allith “Ten-Eighty” 
Round -a-Corner 


is the newest addition to the A-P Garage Door Hardware 
line—but one that fairly leaped into leadership at its very 
first showing. 


Made for openings with any number of doors. Hinged 
service door for convenient passage in and out. All other 
doors ride like a roller coaster on the A-P “round-a- 
corner” trolley track. Roller bearing wheels, with ball 
bearing swivels, form a free-running, quiet combination 
that does not stick or jam; that cannot jump the track. 
Hangers have positive locking vertical and lateral adjust- 
ments. Hanger apron and frame are “certified” malleable. 
But best of all, with these many extra and better features. 
A-P “Ten-Eighty” Round-a-Corner garage door sets cost 
no more than ordinary kinds. 


Garage door hardware may seen like a small item when 
you figure material costs and labor. But, remember this, 
it is the only thing on the whole garage that has work to 
do for years to come. Give garage hardware close atten- 
tion, whether replacing old hardware or building new. 


Hardware Dealers 


A-P “Ten-Eighty” Round-a-Corner is packed to order 
only, Sells quickly and makes customers come back 
for other things. Send for complete catalog on garage 
hardware. 


Allith-Prouty Company 


Danville Illinois 
Manufacturers of 
Spring Hinges 
Fire Door Hardware 


Garage Door Hardware 
Rolling Ladders 


Overhead Carriers 
Door Hangers 


Allith 


Manufacturers of the Finest Line of Garage Door Hardware 
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How Many of Your Customers' 
Say “Wrap this up, too!”’? 


Every individual is a bundle of needs. ‘The man 


wants “to buy a good set of auger bits and a bit 
brace some day”; the woman wants “a new 
roaster and a percolator some day.” The more 
frequently they see them, the quicker their wants 
grow into actual sales. That’s why it pays to 
display every item in your store on Warren Sec- 
tional Wall Fixtures and Warren “Economical” 
Display Tables. 


Warren Sectional Fixtures 


Warren Fixtures are designed and made so the public : 
can see, admire and purchase your merchandise. Every 
inch of display in Warren Swing Panels, Cabinets, Dis- | 
play Cases, and on Glass Top Display Tables, is a 
courteous, alert salesman, that quietly and effectively 
builds up the average sale made to each customer. 


But Warren Service does not stop wh good fixtures. 
Warren Store Engineers help you develop a practical 
floor plan adapted to your store, determine correct fix- 
tures and other equipment for your stock, and recom- 
mend the proper arrangement of these units for best 
results. 

Let us help plan your store changes; a rough pencil sketch floor 
plan will give us the data we need. 


Catalog of Warren Fixtures and the “WARREN BLUE BOOK” of 
Store Plans, Store Fronts and Show Windows, sent upon request. 


J.D. WARREN MFG. COMPANY 
Chicago, Illinois 


159 N. State Street 
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FORSTNER 
Labor Saving 


AUGER BIT 














Bores Any Arc 
of a Circle 





Many 
New Uses 












The Forstner Auger Bit, un- 
like other bits, is guided by its 
circular rim instead of its center 

consequently it bore any arc of 
a circle, and can be guided in any 
direction regardless of grain or knots, 
leaving a true polished surface. Takes 
the place of a chisel, gouge, scroll-saw, or 

lathe tool combined. or core boxes, fine 
and delicate patterns, veneers, screen work, 
scalloping, fancy scroll twist columns, newels, 
ribbon molding and mortising. 


















Send for Catalogue. 


The PROGRESSIVE MFG. CO. 


TORRINGTON, CONN. 


SS 


THE NEW F/N/SH 


Chi-N am red | Product 


Spreads easier than paint. Finishes with a 
beautiful hard enamel gloss tor every sur- 
face, Ww: alts or Wor jodwork. 

W1 r particu ir merc! i 


THE OHIO V ARNISH COMPANY 


(LEVELAND pris 


So are the other 51 tools in the “Green Line.” 
hold their Edge longer than tools made from other Steel. 


Every Tool is a Quality Product with a Finish that Reflects the Quality. 


The KILBORN & BISHOP Co., New Haven, Conn. 
Manufacturers of the “GREEN LINE TOOLS” 





KILBORW-2 SIGHS? CO 





STAR DRILLS made of ALLOY STEEL 


The Toughest Steel Known 


Tools made from it 
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For Perfect Team-Work 


Turn your wrench sales into an opportunity to cul- 
tivate good will and build a _ substantial repeat 
business. 

Feature tools that are adapted to the individual 
requirements of your customer. Point out the many 
advantages of Bemis & Call features that “hold 
their own” against the best. 


Your suggestions are 
an important part of 
merchandising ser- 
vice. Your trade ap- 
preciates cooperation 
and will reciprocate. 

. & C. COMBINATION 
SERVICE WRENCH 
performs the work of a 
good monkey or pipe 
wrench. Pleases the 
mechanic as well as 
answering every call for 
a handy tool around the 


home. 
TRADE 
| x() 


B. &€ CG. SCREW 
WRENCH offers real 
improvements. Bars are 
forged from open hearth 
steel with oval front and 
back, giving additional 


stock and strength. 
Handle, frame and bol- 
ster are one plece. 


Write for complete de- 
tails and prices. 


BEMIS & CALL CO. 


Springfield, Mass., U. S. A. 























WATCH 
HARDWARE AGE 


for 
timely hints 
on 


GREATER TOY SALES 
























February 17, 1927 HARDWARE AGE 81 








mm 
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Special Automatic Serew | 

Machine Preducts } 
Steve Bolts — 
Tire Bolts = 
Agricultural Bolts — 
Sink Bolts = 
Hanger Bolts = 
Machine Screw Nuts = 


Stove and Tire Bolt Nuts 
Semi-Finished Nuts 
Castellated Nuts 

S.A.E. Nuts 

Jack Chain 

Plumber’s Chain 

aan aoe > UNIFORM QUALITY and ADEQUATE STOCK 
Furnace Chain 


Ladder Chain The CORBIN SCREW CORPORATION 





Sash Chain 
Escutcheon Pine The American Hardware Corp., Successor 
Speedometers NEW BRITAIN, CONN. 


Warchouses—New York, Chicago, Philadelphis 
Western Factory—Dayton, Ohio 


CHO OED OOO DSS 


i 4 4 
SSUS oe en- 


CORBIN 























In the cities and suburban districts—in the smaller towns and trading c 
ters—in the country—profitable water system business awaits the dealer who 
sells Myers Water Systems—the complete line with a reliable style for every service. 

Myers Self-Oiling Electric Home Water Systems of 200 dnd 300 gallon capacity— 
Myers Self-Oiling Direct Water Systems without storage or pressure tanks of 350 
to 450 gallon capacity—Myers Self-Oiling (Large Volume) Power Water 
Systems of 450 to 9000 gallon capacity—Myers Hydro-Pneumatic (Air and 
Water) Cylinders to be attached to any shallow or deep well force pump— 
they are all a part and parcel of the Myers Line and present splendid 
opportunities for dealers and distributors of water systems to broaden their 
sales work through satisfactorily meeting every depth, volume or power 
demand with a Myers Water System of known merit. 

And besides, Myers Self-Oiling Water Systems have numerous exclusive 
patented features which create positive selling influence, and this influence 
is increased many fold through aggressive advertising with national cover- 
age consistently maintained from year to year. 

Your inquiry is solicited—Today is the time to write for catalog, infor- 
mation and prices. 


THE F. E. MYERS & BRO. CO. 


ASHLAND, OHIO 
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Whenever You Sell 
GARDEN HOSE 


Protect your customers by using and 
selling Sherman Wrought Brass Hose 
Fittings. Standard for over 20 years. 
They give everlasting service. 


Take the Sherman Diamond Hose 
Nozzle for example. This nozzle throws 
more water farther than any other. It 
gives a straight stream or a perfect 
spray and shuts off tight. It never 
drizzles or leaks. 


The user is insured against wet feet. 
Made in 3” size only. 
The name 


SHERMAN 


on hose nozzles and hose 
clamps is your guarantee of 
a solid wrought brass coup- 
ling that is rust-proof clear 
through and everlasting. 

Remember we use heavy 
wrought brass only. A screw- 
driver is the only tool needed 
to apply. These hose clamps 
can be used over and over 
again. Every size for every 
type of hose. 

Your Jobber can supply 
you. If not—write us. We 
also make Brass Hose Coup- 
lings. 


H. B. SHERMAN MFG. CO. 
Battle Creek Mich. 





Diamond Nozzle 





Sherman Hose Clamp 
(Patented) 
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Doultry Supplies 








Round Feeders in 
Galv. Bright Tin and 


Enameled 


Star Fount 
Fits Mason Jars 





Eclipse Feeders, Galvanized and Bright Tin 


The Big Baby Chick Season 


will soon be here with its lively demand for poultry 
equipment. 


“Moe’s Line” is a standard, complete and popular 
priced line, helps the pwd raiser to save time, 
labor and feed, and will make satisfied, repeat cus- 
tomers for you. 


Write for latest catalog and prices. 


UWoOEFT & COMPANY 


2305 Davis St. North Chicago, IIl. 























LANDRETH’S 


Garden and Flower Seeds 
Mixed Lawn Grass 


Now is the time to place your Garden, Flower 
Seed and Mixed Lawn Grass Seed order, if you 
have not done so for this Winter and Spring 
shipment. If you would like our prices, send us 
a list before buying elsewhere and we will quote 
you on Seeds of various kinds in bulk, in litho- 

aph cartons of | Ib. Y% Ib. and % lb. and in 

t Papers. We would i & like to quote you on 
Mixed wn Grass. Please give us the oppor- 
tunity. 





1927 CROP 


Before buying for delivery after 1926 c send us e 
list of your wants that we may quote you if our traveler 
does not call upon you at 
the proper time. 


We are the oldest Seed 
House in America, this be- 
ing our !42nd year in the 
Seed Business. Had we not 
grown good seeds, given 
good attention to business, 
good service and fair prices 
we would not have existed 
so long. 


Businese Established 1784. 


D. Landreth 
Seed Co. 


Bristol, Pa. 





. for the 











» 7 
Qt 
RST 


AV 7s 
~~ 





Better 
Machine Screws 


Hardware Trade 


HARVEY HUBBELL® 


MACHINE g& SCREWS 
BRIDGEPORT CONN. U.S.A 


Stw YORK. #.¥. 
oO BART com ee 











A a 
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| ; Sell the Best 























a EE: Aon HARDWARE 
: par tmtrpe PN TRICKS (AN 
| 
For more th 50 
‘e foam, Bommer Spring + lanl oe 
| maintained their leadership and 
e) proven their superiority over all ; 
O | others. When you buy Tacks or Small Nails 
= i They Bt ge: gy Page the by weight you should know that there 
ons con pete ge Alnggnes Aaowsoet is often a difference of from 10 to 30 
improvement was possible. per cent in the count per pound in 


? favor of Atlas products. 
Properly designed tacks are more 
: expensive to make than miniature rail- 
road spikes. Do not let yourself be 
; cheated or assist in cheating your cus- 


SPRING HINCES — 


RE THE BEST = = = 
A ; \ 2 x} 


you get the weight. There is often a 
corresponding difference. 


Make the comparison. 





Replenish your stock with Bommer. Every product of the Atlas Tack 

They are in universal demand—are Corporation has been scientifically 
quickest to sell—easiest to apply and designed for its purpose and stand- 
the most satisfactory spring hinges ardized. . 


Your Jobber handles them. 

Send for New Catalog 47. It is a 
big help in ordering. 
Bommer Spring Hinge Company 
Manufacturers BROOKLYN, N. Y. 


ATLAS TACK CORPORATION 


Fairhaven, Mass., and St. Louis, Mo. 


aL UMoae Ue SS) SAAT 2 3 


MEASURING TAPES 
FOLDING RULES 
js PLUMB BOBS and LEVELS 


“HOME” STEEL TAPES 
% in. wide. Strong, bent 
leather case! Self-Opening 
ae Nickelplated mount- 
n 


gs. 

New ‘‘Endfastener’’ (Pat. 
applied for) is making sale 
after sale. 
































No. 202 





Real Protection “STANDARD” 
Med 2 , BOBS 

e in weights fro 4 
to 24 os. Brass with steel 


for Homes and Dealers 
point. Perfectly balanced. 


You sell complete security when you sell this 
ILCO No. 202—and you secure a satisfied cus- 
tomer who will help you sell the whole ILCO line. 


Most front doors have glass panels that can be easily 
removed by an expert yegg, and the inside knob 
turned. 

Turning the key in this ILCO model once backwards 
dead-locks both the bolt and the inside knob. 

Send for new catalog No. 7. 


“FAVORITE” LEVELS 

for Builders, Carpenters and 

Farmers. WDasy to use. Oom- 

plete outfit with wooden box, 

plumb bob, rod and tripod. : 

FOLDING RULES @ 

% or % in. wide. Hardwood, 

durable finish, yellow or white. Attractive display material 

Securely riveted spring joints furnished with order. 

that stay ‘‘put.’’ oS 


i> INDEPENDENT IOCKCO,(®> S KEUFFEL & ESSER CO. 


NEW YORK, 127 Fulton Street General Office and Factories, HOBOKEN, N. 3 





ho L 








l 


FITCHBURG, MASSACHUSETTS a. Cee mua meee © 

New York City setadekie, Chtenae one, ee 30-34 Second St. 6 Notre Dame St. W. 
r . ade , ’ e ° + wag 
” . an Francisco and Los Angeles Drawing Materials, Mathematical and Surveying Instruments, Measuring T apes = 


Manufacturers of Cylinder Locks, Padlocks, Inside Door Sets, Glass Knob 
Sets, Key Blanks, Auto Switch Keys and Hardware Specialties. 
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More Work Glove Sales 
TWIN SEAM 444KS ‘‘Easy Grip’’ 
Bic T TER, longer wearing, guaranteed work glove 

which sells quickly and profitably at a popular 
price and pleases every customer. 





Made from heavy 
Striped Flannel 
and genuine 
Horsehide leather. 
leather finger 
tips, continuous 
leather thumb, 





leather knuckle 
strap and_ wrist 
protector. kxtra 


‘ 
4h 
afk XN 
VAN 
2 * + i, ee 
ie Bare a = > 
# os Gs 
> G& > 
Meo 7 
7 
? 
¥, » 


Large Duplex 
Gauntlet Cuff. 
























Order TWIN SEAM From Your Jobber 
(;00d Jobbers everywhere sell TWIN SEAM Gloves, but if 
for any reason your Jobber cannot supply you—WRITE US 
DIRECT. 


U. S. GLOVE CO. Marion, Ind. 








Show More, Sell More! 


od we . i digest, 


Carrick Hardware Co. are increasing their sales by using Heller Equipment 








Take the pictures out of the mail order catalog and 
they won’t do any business. 

Your display of the original article is more appeal- 
ing than any picture that may be had. 

A Heller man can show you how to get an increase 
of from 50 to 100% if you will follow his simple, 
inexpensive tried-out plan. It won’t cost a cent to 
talk to him. Just mail coupon TODAY. 


Bryant St., Montpelier, Ohie 
+. Casts... 


Kindly have your man call. I would like to increase my knowledge 
of Merchandising Hardware. 


PD: c.e oe Sed ot ee 6 S654 6648 040 SHU SSUES S46 0S46SEE OSE SSC COODE 
2/17/27 
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Hardware Age Verified List 


OF WHOLESALERS AND RETAILERS 


CONTENTS OF THE SEVENTH EDITION 


Wholesale Hardware Houses in United States, Canada and 
Foreign Countries. 

Retail Hardware Stores in United States, Canada and 
Foreign Countries; also General Stores, Lumber Yards, etc., 
handling hardware. 

Chain Hardware Stores in United States and Canada. 

5c, 10c and 25c Stores carrying hardware in United States 
and Canada. 

Department Stores carrying hardware and housefurnish- 
ings in the United States. 

Manufacturers’ Agents in United States, Canada and 
Foreign Countries. 

Automobile Accessories Jobbers. 

Dealers in Mill, Steam, Mine and Machinery Supplies. 

Export Merchants handling hardware and kindred lines. 

Sporting Goods Wholesalers and Retailers. 

Mail Order Houses handling hardware and housefurnish- 

gs. 

Woodenware and Willow-ware Wholesalers. 

Paint, Oil and Varnish Jobbers. 

Radio and Electrical Goods Jobbers. 

Plumbers and Tinners Supplies Jobbers. 

Membership Lists of Hardware Associations. 


Hardware Age Verified List of Wholesalers and Retailers is indis 
pensable in economic direct-by-mail promotion work and also a 
helpful guide for salesmen’s calls. very sales manager should 
have one on his desk, and every salesman could profitably carry 
a copy in his grip. Since the previous issue was published there 
have been more than 10,000 additions and corrections, and 

all appear in the Seventh Edition. 


Hardware Wholesalers find Verified IAst of great value in 
“‘checking’’ their retail prospect records. 


$12.00 postpaid 


Hardware Age Verified List Department 
239 W. 39th Se. New York, N. Y. 




















Curiosity 


Creates Customers 


GOOD window display is the 

best cutlery salesman you can 

engage. No man can resist 
the glitter of a well-arranged knife 
assortment; it stops him every time. 
Once his interest is aroused it’s an 
easy step to a profitable sale; profit- 
able not only in the gain from that 
one sale, but in the building up of 
good-will for continued business. 


The merest novice of a window- 
trimmer can qualify with the best 
by taking advantage of the display 
ideas in Hardware Age. 
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Poultry Netting 
ae SF es 


G. F. WRIGHT STEEL & WIRE CO. 


Worcester, Mass. 


UPERIO 














Anchor Brand 
Clothes Wringers 














Best very 
W ringers On 
Made Warrant- 
e 
Made in dif- 
ferent styles There is wWwon- 
to fit every derful ef fi- 


kind of Laun- 


‘ ciency in 
dry tub. 


using the cor- 
rect type of 
Wringet 


All Dealers should have in stock ANCHOR 
BRAND Wringers to fit Round Wood or Iron 
Tubs, Square or Stationery Tubs, as well as 
Folding Bench Wringers. 


We solicit your orders, which will be 
shipped promptly 


Lovell Manufacturing Co. 
Erie, Pa. 


Manufacturers 


of Clothes 
Wringers in the World 


Largest 

















THE “RELAX” 


(Spring Action Release) 


This means that if desired the spring 
action may be disengaged, allowing the 
door to be placed open at any position. 
The spring is automatically re-engaged 
when the door is closed. 








SPRING HINGES 


The noiseless action 





of the “Relax” makes 
ae it very desirable for 
ty Hospitals, Churches, 
ype 6001 


Spring Pivot-Hinge Schools, Residences, etc. 


It will meet the most exacting require- 
ments in a highly satisfactory manner. 


Send for Catalogue H-42 


Chicago Spring Hinge Company. 


CHICAGO NEW YORK 
U.S.A 


Pip ~-(CHICAGO) —~ 








Housewives Prefer Cutlery 
That Will Not Stain 





Jal 
Anchor Brand stain proof 
knives and forks always look 











new, and require no scouring. 
Do vou wonder that the busy 


housewife prefers them? 


There is a good profit for the 
dealer who offers his custom- 
cutlery of 
rand quality. Write 
for complete details and make 


ers stain proof 





Anchor B 


the first step toward getting 
vour share of these profits. 


Uc : 


LAMSON & 
GOODNOW MFG. CO. 
Shelburne Falls, Mass., U. S. A. 
New York Office—36 Warren St. 


Chicago, 1732 Republic Bldg. 
San Francisco, Wells-Fargo Bldg. 











Boston, 7 Water St. 
St. Louis, Victoria Bldg. 
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The New Design 
wile MOUNTAIN 
Triple Motion Freezer 


SEND YOUR ORDER NOW 
for the 


BEST KNOWN FREEZER 


xe Wa Backed by half a century of success. 


THE WHITE MOUNTAIN FREEZER CO., Inc. 


NASHUA, NEW HAMPSHIRE 






































absolute safety—to insure quick service for whole 
sale or retail oe — one or more 
MYERS NOISELESS CUSHION TIRE STORE LADDERS. 


wend slaps, felling hand os ater oh 
overhead track system, firm 
— vibration and noise and prods a : ladder 
of ample strength for safety, convenience and ’ 
Pee One style only—neat of 420C 
A —any height — “ae 
cnaly installed—meets most »> be fad 
— LA j0. 
on request. ou 


HACK “TL ES NOX” saws 
roms CAD osncr 


UNIFORMITY OISTINCTION 
“The Toots in Lhe Plaid Bor” 
AMERICAN SAW & MFG. CO. SPRINGFIELD, MASS. 


HACK SAWS - BAND SAWS —- SCREW ORIVERS - GLASS CUTTERS 

















Welding Compound is best by every 
test. Makes welding of any steel as 
easy as Iron. Stock it and increase 
your sales. 


Made only by 


ANTI-Borax ComMpPpounp Co. 
Fort Wayne, Ind. 


Buy 
from 
wholesaler 





STAINLESS 


Paring Knives 
Grapefruit Knives 
Slicers 

Butcher Knives 


GENEVA CUTLERY CORP., Geneva, N. Y. 











RANITE STATE 
LAWN MOWERS 


are good merchandise to carry from 
a sales standpoint—and A-1 value 
from the users viewpoint. 


You'll like them. 


Granite State 
Mowing? Machine Company 


HINSDALE N WH 





‘*T Make the best Hammer’’ 
D. Maydole, 1843 





The popularity of Maydole eee. among Carpenters, 
Machinists and Mechanics attests the fact that we’ve 
maintained the standard set by the founder of this 
business over 80 years ago. 








THE DAVID MAYDOLE HAMMER CO. 
Norwich New York 











PADLOCKS 


A Popular Priced Line. 
Write for Catalog and Prices. 











ELEVATORS 
DUMBWAITERS 


Write for Our Catalog 
ENERGY ELEVATOR CO. 
211 New Street. Philadelphia 








REESE PADLOCK CO., Lancaster, Penna. 
Plain or enameled in 


STRATTO r— 
HANDLES 


For Small Tools, Utensils, Electrical Geods, Etc. 
Enameling, both baked and air dried. 


STRATTON MFG. CO. Stratton, Maine 

















DROP FORGED 
WRENCHES 


Designed and proportioned to give stiff- 







and = in machining and finish. Send for 


Catalog B-23. 


ARMSTRONG BROS. TOOL CO. 
314 N. Francisco Ave., Chieago, Ill., U. S. A. 


ness and tensile strength. Made accurately 








; H 
Robertson “Horseshoe Magnet” Hammers 
Perma t magnet which holds — 
the tack in position for driv- wii eee 
ra Awarded the Silver Medal om 

profit. 
Name and design trade marks registered U. 8. Pat. Off. 


highest offered) at the Panama-Pacific Exposition. 
ARTHUR R. ROBERTSON 94 Portland St., Boston, Mass. 
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IVER JOHNSON 


BICYCLES VELOCIPEDES 
JUNIORCYCLES 


Champion Single Barrel Shot Guns 
Matted Top Rib Single Barrel Shot Guns 
Ventilated Rib Single Barrel Trap Guns 
Double Barrel Hammerless Shot Guns 
“Hammer the Hammer” Revolvers 


Send for Dealer Proposition 


[IVER JOHNSON’S ARMS & CYCLE WORKS 
332 River St., Fitchburg, Mass. 


, 108 W. Lake 8t.; 


New York, 151 Chambers 8t. 
Pine &t.; 


; Chica 
San Francisco, 717 Market St.; New Or eans, Lla., 625 
Ogden, Utah, "2327 Grant Ave. 




















American Steel & Wire 
Ellwood Glidden, Am. Glidden, Am. Special, 


nee Perfect,” Ellwood Juni 
ie naa PLES, TAC ACKS, Hot Guivd wat. 
FENC yk ml Royal, Anthony, 
Prairie, Banner. Steel Gates. 








aa 
on 


Company 
Chicago, New York, Bostes 
Denver, Birmingham, Dallas 
U. 8. Steel Products Coa. 


San Francisco, Los Angeles, 
Portland, Seattle 


Quick Delivery. Write us for selling plans. 








Fully Guaranteed. Easily ap- 
plied. Accurate adjustments 
by side screw and lever. Most 
powerful check on mar- 
ket, size for size. Lower 
in price. Fine bronze 
finish. All sizes for all 
doors. Dealers wanted. 
Ask your dealer about 
the B.K.S. or write 
direct. 

United Hardware & Tool Corp. 


74-76 Reade Street 
NEW YORK CITY 






- BES 


-S 







oB.Kk PAT. OFF 






















AuntSarahs 8X: 


Browns 






Broils 


Toasts 





This top-of-stove oven prepares foods deliciously when used over 
single burner of any type gas, oil or gasoline stove. Fast selling 
$1 leader ($1.25 in Rocky Mountain States and West). Ask 
your jobber or write direct to 


JACKES-EVANS MFG. CO., 1944 N. Main St., ST. LOUIS, MO. 




















MURPHY’S KNIVES 


Using only the best crucible steel and expert crafts- 
manship has maintained the leadership of Murphy 
quality for over seventy-six years. 

ROBERT MURPHY’S SONS CO. 
Established 1850 


Oyster Knives Kitchen Knives 
Rubber Knives Pruning Knives 
Pattern Makers Knives and Handles 


MASSACHUSETTS 


Shoe Knives 
Sloyd Knives 
Paper-Hangers Knives 


AYER Send for Catalogue . 



















36 

Attractive 
10c 

Metal Boxes 

V4" Nickeled 
Steel 

Thumbtacks 

in Display Carton “J” 

$2.25 each 


Send for illustrated 
folder and Price List 
every kind of 
Thumbtack, 

| Send for 
Free U.S Silk 
Flag on a glass 

staff, 


Moore Thumbtacks 














Moore Push-Pin Co. (Wayne J eanionh. Philadelphia, Pa. 





Spreading Out 


HE mi of magazines carrying Twinplex advertising in 
1927 is more than 60% greater than the number used 
1926. 
All are publications with a strong appeal to men. 
Insertions will be more than three times as numerous. 
On top of all that there is a merchandising plan for sellers of 
Twinplex Stroppers that will squeeze the last ounce of benefit 
from the printed selling. It is simple and as sure fire as any- 
thing we've seen. 
Get yourself all set to make some real profit on Twinplex 
Stroppers this year. If you want the details oe write us. 


WINPLEX SALES COMPAN 
1627 Locust St., St. Louis, Mo. 
New York Chicago Montreal London 





FOR SMOOTHER SHAVES 
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Cl assified Opportunities 








Classified Advertising Rates 








Use the “Classified Opportunities Section” to reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 
BOXED DISPLAY RATES 
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—~ 





Positions Wanted Advertisements 








Average 10 words to a line 
Allow One Line for Keyed Address 








Opportunity Exchange Section cn: etseegs sdecdsweoes scvneed $5.00 50% off rates quoted 
Set Solid, Minimum of 5 lines....$3.00 Each additional inch............ 4.00 Address your advertisements and replies to 
Each additional lin 60 Hardware Age, Classified Opper- 
congener pr mp say ) . — tunities, 239 West 39th St., New 
All Capitals, Minimum of 5 lines.. 4.00 Discounts for Classified Advertising York City 
Each additional line............ .80 4 insertions, 10% off; 8 insertions, 15% ny ey age ae 


Remittance Must Accompany Order publication 





Forms close Ten Days previous ¢o date of 














BUSINESS OPPORTUNITIES 











; 


| M. M. GODSCHALK 
Merchandising Engineering 
Complete Service for Hardware Merchants 
Systems Installed Samples Mounted 


101 Park Ave., Room 1403, New York 
Telephone Caledonia 1374 











FIRM manufacturing chisels, bits, gimlets, etc., is QQ 

anxious to increase its output. Any company 
wishing to add a line of this nature to its products would 
do well to get in touch with us at once. We are well 
established and equipped to handle work of this kind. 
ti Montville Tool Co., Fiskdale, Mass. 














WILL SELL INTEREST ANID TURN over management in high class 


hardware store in Pittsburgh district. I invite investigation and will give 
references of men you know and who know me. Location best in city— 
in own building. Only experienced men with about $20,000 need to corre- 


spond. Address Box HT-435, care of HARDWARE AGrE, New York. 


WANT to purchase a retail hardware and paint business; location, 
downtown, New York, or commuting distance in New Jersey; state price 
and how long established. Address Box H-432, care of HaArpware AGE, 
New York. 





FOR LEASE—Store ashe for many years as asian store. Suit- 
able for retail or for wholesale and retail hardware. Located in Mohawk 
Valley town, drawing population 70,000. Bear close investigation. Ad- 
dress Box H-402, care of HARDWARE AcE, New York. 








MUST SELL old established hardware —— oy store in Richmond 
Hill, Long Island, at inventory. Write Box 409, care of HarDWARE 
Act, New York. 





FOR SALE—New York City hardware store at invoice or will reduce to 
$5,000. Established 48 years; a good stand; low rent and 8 years’ lease. 
Address Box H-405, care of Harpware AGE, New York. 





HELP WANTED 





SALESMEN—Manufacturer whose line is sold principally to the hard- 
ware and large industrial trade requires a salesman for two or three terri- 
tories. New Jersey, Long Island, Westchester County and western New 
York State. Prefer those acquainted in the territories mentioned. Give 
details of former experience, territory covered, age and salary expected. 
Address Box H-419, care of HARDWARE AGE, New York. 





REPRESENTATIVE New York Hardware, House Furnishing | pod 
requires services of several men to cover north and south shore of Long 
Island, also State of New Jersey. Only those having previous wholesale 
selling experience need apply. Give details of former experience and terri- 
tory covered. Reference required. Address Box H-391, care of Harpware 
AGE, New York. 


-- —— ey 











TWO EXPERIENCED HARDWARE SAILESMEN for retail store in 


Westchester County. Steady position; good opportunity for right. parties. 
State prior experience. Address Box H-428, care of Harpware Ace, 
New York. 





Ww AN T ED—City Trade Salcomen —Must be experienced unas now - selling 
best hardware jobbers and dealers. Applicants must give proof of experi- 
ence and trade acquaintance. One item. Season and commission right. 


ALLIANCE TOY & SPECIALTY CO., Alliance, Ohio. 





SALESMEN—Builders’ hardware manufacturer requires a salesman 
with experience in metropolitan area. Able to drive a car. Address Box 
H-401, care of Harpware Acer, New York. 


HELP WANTED 


SALESMAN-——-OLD ESTABLISHED MANUFACTURER HAS AN 
OPENING FOR AN EXPERIENCED CUTLERY MAN. IT OFFERS 
A GOOD OPPORTUNITY FOR THE RIGHT MAN TO A WELL 
PAYING PERMANENT POSITION. ONLY MEN WHO HAVE 
CALLED ON THE WHOLESALE TRADE IN THE METROPOLI- 
TAN DISTRICT NEED APPLY. STATE AGE AND FULL PAR- 
TICULARS REGARDING PREVIOUS EXPERIENCE. ADDRESS 
BOX H-427, € CARE OF HARDWARE AGE, NEW YORK. 








WANTED—Thoroughly experienced hardware salesman for West 
Texas, New Mexico and Arizona by manufacturers’ representatives. Com- 
mission basis. Please give references in ftirst letter. Address Box H-431}, 
care of HArpWARE Ace, New York. 


WANTED—A man capable and experienced for factory engineer and 
to oversee bringing out new goods, etc.; also has had foundry experience 
_ could occupy both positions. Located in Central New York. Address 
Box H-430, care of HarpWARE AGE, New York. 





STOVE SALESMEN WANTED by large Central Ohio manufacturer. 
Write fully, stating qualifications, age, and salary in first letter. Address 
Box H-415, care of HarpwAre AGE, New York. 





POSITIONS WANTED 








WHO NEEDS ME? 


Capable estimator builders hardware from Garage to 

Hotel work. Eight years in practise. Age 25, Protestant 

Yankee. Married. Your knowledge of my present posi- 

tion qualifies me for your requirements. Costs but two 

_—. Address Box H-406, care of HARDWARE AGE, New 
ork. 

Us = ~ew) 











SUCCESSFUL PRODUCTION EXECUTIVE 
, AND OFFICE ORGANIZER 


METAL GOODS MANUFACTURING EXECUTIVE, twenty-seven years’ 
engineering, production, and effice management experience. Has carried 
through complete reorganization, reduced operation costs, greatly increased 
sales, and revamped finances. Capable at handling production, costs, and 
office management. Experience in hardware, also brass and light grey 
iron castings. Address Box H-454, care of HAkRDWARE AGE, New York. | 

















POSITION by man (42 years old) with twenty years’ experience in gen- 
eral hardware as traveling salesman, buyer for as house and owner 
and manager of retail store. Connection with factory selling to jobbers 
or large retail stores preferred. Services available in about thirty days. 
No. 1 references. Familiar with West Virginia territory. Address Box 
H-397, care of Harpware Acz, New York. 





HARDWARE MAN, thirty-three years old and married, experienced in 
builders’ hardware and tools as well as general line, desires immediate 
connection with reliable firm. I am_open_for anything and can be avail- 
able immediately. Now located in New York State, but would consider 
any location. Address Box H-417, care of Harpware Ace, New York. 





HARDWARE SALESMAN, 39 years of age, 20 years’ hardware ex- 
perience with small jobbing house as warehouse foreman and shipping de- 
partment, handling lines of shelf and heavy hardware. At present em- 
ployed, but seek new location. Prefer Pacific Northwest territory. Address 
Box H-421, care of HArpWArEeE AGE, New York. 





BUILDERS’ HARDWARE SALESMAN, thoroughly competent, fa- 
miliar with architects’ plans and specifications and estimating on same, in 
a position to control desirable orders for the best class of buildings in 
New York City. Address Box H-425, care of HArpware Acr, New York. 





POSITION WANTED as buyer in a large wholesale hardware concern. 
Five years’ experience. Or traveling position with a manufacturer mak- 
ing — specialties. Address Box H-412, care of Harpware AGz, 

ew Yor 
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POSITIONS WANTED 





WANTED—POSITION AS SALESMAN 
FACTURER OR JOBBER. FIFTEEN Y 
TAIL HARDWARE, INCLUDING SEVERAL YEARS 
STORE. NOW EMPLOYED BY JOBBER BUT DESIRE 
TION WITH LARGER CONCERN WHERE CHANCES 
MOTION ARE GREATER. SOUTHERN TERRITORY 
MARRIED AND THIRTY-TWO YEARS OF AGE. 
H-433, CARE OF HARDWARE AGE, NEW YORK. 


FOR RELIABLE MANUL- 
EAKS’ EXPERIENCE 

RA 

OF 
PREFERRED. 
ADDRESS BOX 


WANTED—By capable salesman, forty-tive years old, single, who has 
considerable knowledge of general hardware and paints, position as travel- 
ing salesman or outside city salesman for manutacturer, importer, manu- 
facturers’ agent or jobber. Address Box H-429, care of HARDWARE 
AGE, New York. 





TWELVE years’ experience in the hardware, tinware and housefurnish- 
ing lines, now employed, age thirty-three, married. Excellent road record 
which will stand strictest investigation; available for either factory or 
pete connection in Philadelphia territory. Address Box H-400, care of 

ARDWARE AGE, New York. 





SALES ACCOUNTS WANTED 





MANUFACTURERS’ REPRESENTATIVE selling hardware and auto- 
motive equipment jobbers in Southeast for ten years, wants lines of hard- 
ware and automotive specialties for jobbers and large dealers. Especially 
in hardware items for spring trade and tools. Address Box H-435, care 
of HAarpwaAre Ace, New York. 


RE- | 
OWNER OF | 
CONNEC. | 
PRO- | 


SALES REPRESENTATIVES WANTED 


SALESMEN calling on retail hardware trade to carry side line of 
Turnbuckles, Screen Door Braces, Eyebolts, etc. An opportunity to de- 
velop a good account that will pay well. Give complete information as to 
activities, territory covered, experience, etc. THE H. M. HARPER CO., 
Evanston, Ill. 











YOU SALESMEN who sell to dealers! We have a line of about 25 fast 
sellers representing a very large_market for such goods. Hardware dealers 
everywhere buy in large quantities. An unsurpassed side-line. Give ref- 
erences. Write for details today. Address Box H-416, care of HarpDWARE 
AcgE, New York. 


WANTED—Live representation in Detroit and surrounding territory 
by large Eastern manufacturer selling to hardware accounts and factories 
direct. Line is nationally known. Commission basis. Address Box H-399, 
care of HArpwarE AGE, New York. 








MANUFACTURER’S agent to sell Window Glass to jobbers and large 
retailers outside Metropolitan District. Those with established followin 
who can show results preferred. State references and territory covered. 
GLOBE CO., 690 De Kalb Ave., Brooklyn, N. Y 





LIVE REPRESENTATIVES in all important cities to sell our high 
grade scissor line on a commission basis. Give references and particulars 
as to territory covered and lines carried. Address Box H-420, care of 
HarpWAreE AGE, New York. 





WANTED—Live representation in Chicago and Wisconsin territory by 
large Eastern manufacturer selling to hardware accounts and factories 
direct. Line is nationally known. Commission basis. Address Box H-398, 


care of Harpware AcE, New York. 
BUSINESS OPPS 
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SEYMOUR SMITH PRUNING SHEARS 


, A Full and Oomplete 
<S - 





Line of Pruning Shears 





Vineyard Patters 


Manufactured by 
SEYMOUR SMITH & SON, INC., Oakville, Conn. 
Bales Representatives: John H. Graham & Co., 118 Chambers &t., New Y 








WESCO TIRE CHAINS 
ARE GUARANTEED 


Chicago, 











Duck. Brand 
SCREW PLATES 





WINTER BROS. CO. Wrentham Mass. 





@ STERLING 





Sterling Hack Saw Blades 


Try them, Mr. Dealer. We'll send Samples. 
Write for Catalog and Prices. Sold by Jobbers. 


Diamond Saw & Stamping Works, Buffalo, N. Y. 




















Ask your jobber for 


CALDWELL SASH BALANCES 


Thirty-five years of service is assurance 
of quality 


CALDWELL MFG. CO. 
52 Industrial St. Rochester, N. Y. 











BROWN @© SHARPE 
sole) Oh 


Miade Best 


They Give Complete Satisfaction 


Western Chain Co. 
[exe 


U. S. A. 
TRADE MARK 


BROWN & SHARPE MFG. CO. Providence, R. [., U.S. A. 


Catalog on request 





Looking for a Hardware Store? 


The place to find one is in the “Classified 
Opportunities Section’’ of this paper. 


By watching the FOR SALE ads you'll be 
reasonably sure to secure a good paying busi- 
ness at a fair price, or better still, let the trade 
know the kind of a store you are looking for. 

















CATALOG of TOOLS 


and Supplies for Stone Working 


Free on request, send for it today 


TROW & HOLDEN CO. 


Barre, Vermont 








J. L. THOMSON MEG. CO. 
Waltham, Mass. 


Tubular and Bifurcated 


RIVETS 
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“Every day. 
buys a length 


) It was an old-timer in the hard- | 
ware business talking. He had 
been discussing the ever-increasing | 
use of chain in preference to less 
lasting materials. For repairs 
around the house and in the ga- 
rage, for repairs to machinery and =} 
implements on the farm, for porch | 
swing and furnace and a dozen 
other uses, he sells coil chain | 
throughout the year. 


As staple as nails in the hard- | 
ware store, coil chain has so many 

uses that it is always wanted by 
someone every day. The mere 
i need of a piece of chain suggests 
| the hardware store first—and that 











0)°0 
Coil Chain 








someone 
of coil chain” 


is where customers expect to 
find it in stock, in the proper 
size for their purpose. 


We are interested in seeing 
you make money on this self- 
selling staple. We want you to 
be able to say—‘Every day 
someone buys a length of coil 
chain.” For that is profitable 
business, the only kind you 
want. 


‘fils CUAL 2PRVVCTI SO 


3934 Cooper Avenue Cleveland, Ohio 
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Establish Goodwill 


While Increasing Your Sales 


| e American Galvanoid and American Bronze wire screen cloths 


ee ee ee ee 










as your leaders and you will establish goodwill that is worth even 
more than the cash profit in the transaction. 


American Galvanoid has long been known for its durability. It is 
heavily coated with pure zinc after weaving which gives it the most 
eficient protection against rust. A transparent varnish is then baked on. 
Almost invisible in color, it readily admits the sunshine from without 
and an unobstructed view from within. 


American Bronze screen cloth should last as long as the frame that 
holds it. It is made from 90% pure copper and 10% non-corrosive 
alloys. No higher quality screen cloth can be purchased. 

For further screen information send for our catalog. 


AMERICAN WIRE FABRICS CORPORATION 
Subsidiary of 
WICKWIRE SPENCER STEEL COMPANY 
General Offices: 41 East Forty-second Street New York City 
Western Sales Office: 
208 South LaSalle Street, Chicago 


Worcester Buffalo Cleveland 
San Francisco Los Angeles Seattle 









GPLANO 


Scan wr ebmn ¢ 
RETAINS (TS ORIGINAL 
UNIFORM COLOR 





American Wirt 
Fasrics Come 









Detroit 





AMERICAN WIRE FABRICS CORP. 
Dept. 217-HA, 41 East 42nd St., New York City. 


Th tags “us- ; , 
seg. acbemaitntoe Aheon 1 Please send me booklet “‘The How of American Galvanoid.”’ 


tomer’s guarantee that he 
is getting genuine Galvan 


. . Nam 
oid or American Bronze. . 


Address 


Sy 7 WICKWIRE SPENCER 
PRODUCTS 
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